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..Doktarin 
blasts  both 


A  new  TV  campaign  has  been  created  to  communicate 
to  your  customers  the  fact  that  with  Athlete's  foot 
there  can  be  two  bugs  to  deal  with  -  a  fungus  and  a 
bacteria.  And  that  Daktarin  is  well  able  to  blast  away  both. 

Together  with  new  packaging,  Daktarin  will  soon  have 
many  new  pairs  of  feet  beating  a  path  to  your  counter. 
Stand  by  to  benefit... 


aktarin 


miconazole  nitrate 


For  further  information  or  a  copy  of  the  prescribing  information,  please  contact  your 
Johnson  a  Johnson  MSD  representative  or  write  to  Enterprise  House,  Station  Road, 
Loudwater,  BUCKS,  HP10  9UF   "Indicates  Trademark 
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CONSUMER  PHARMACEUTICALS 


EPIC  goes  with  MSF 
and  looks  to  recruit 

Scots  push  for  closer 
pharmacy-GP  links 

BRM  seeks  to  promote 
new  blood  on  Council 

Sun  care 
message  for 
hazy  days 
of  summer 

JIC  puts  up  staff  pay 
by  2.8pc  from  April 

Novartis  to  extend  OTC 
lines  during  autumn 

BAPW  rams  home  point 
on  stock  shortages 


Online  at  http://www.dotpharmacy.com/ 


"NOTHING  IS  PROVEN 
TO  SELL  BETTER  THAN  NUROFEN. 

NOTHING" 


Pharmacy  tills  have  rung  up  more  than  £200  million 
in  Nurofen  sales  since  the  brand  was  launched  in  the 
UK  just  1 3  years  ago. 

And  with  the  launch  of  innovative  new  products 
like  Nurofen  Plus,  Nurofen  Cold  &  Flu  and  Nurofen  Micro- 


Granules,  Nurofen  sales  continue  to  set  the  pace. 

What's  more,  this  year's  £10  million  promotional 
investment  will  help  sustain  that  growth  well  into  the 
next  decade.  No  wonder  more  customers  ask  for 
Nurofen  by  name  than  for  any  other  analgesic  brand. 
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RECOMMEND  NOTHING  LESS 


I .  Benn  Pharmacy  Survey. 


The  immediate  fate  of  an  association  for 
employee  and  locum  pharmacists  lies  in  the 
hands  of  the  MSF  union,  and  if  potential 
members  do  not  like  that,  they  have  no  one 
to  blame  but  themselves.  Despite  some  700 
requests  for  information,  a  mere  25  people  made 
the  effort  to  turn  up  to  EPIC's  inaugural  meeting 
at  the  Royal  Pharmaceutical  Society  last  weekend 
(p6).  Despite  a  C&D  survey  (March  8),  which 
suggests  most  pharmacists  would  prefer  an 
independent  association,  EPIC  has  voted  to 
become  an  autonomous  section  within  MSF,  like 
the  Guild  of  Hospital  Pharmacists.  This  may 
alienate  some  potential  supporters,  but  in 
practical  terms  EPIC  had  little  option.  It  has  no 
money  to  recruit  members  and  put  together  a 
credible  organisation  that  employers  will  listen 
to.  It  has  only  got  this  far  with  the  encouragement 
of  the  RPSGB  and  the  dedication  of  a  few  who 
have  been  prepared  to  put  in  time  and  effort  to 
support  their  convictions.  They  suggest  that  many 
potential  members  are  frightened  of  signing  up  in 
case  their  employers  take  against  them. 
Community  pharmacy  is  still  structured  as  if  it 
were  the  preserve  of  proprietor  practitioners.  It 
isn't,  The  Society  will  not  interfere  in  employment 
issues,  and  the  NPA's  loyalty  is  to  employers.  The1 
EPIC  steering  committee  meets  next  on  May  11, 
and  will  review  the  recruitment  position  with  MSF 
on  June  1.  MSF  will  underwrite  the  recruitment 
campaign,  but  has  committed  itself  to  nothing 
further.  If  community  employees  and  locums 
want  representation,  then  they  need  to  make  a 
decision.  Talk  to  Guild  members  -  see  how  it 
works  for  them,  and  heed  the  words  of  MSF's 
Patrick  Canavan:  "There  is  no  magic  formula.  The 
only  way  you  can  improve  the  lot  of  employees  is 
through  representations  to  employers."  In  which 
case  unity  is  strength. 
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NEWS 


Paracetamol 
on  the  agenda 

The  Medicines  Commission  was 
meeting  on  March  21  with  the 
proposed  changes  to  pack  sizes 
of  paracetamol  and  other  OTC 
analgesics  on  its  agenda. 

The  Medicines  Control  Agency, 
in  MLX  231,  issued  in  November 
1996,  proposed  to  restrict  GSL 
packs  of  paracetamol  to  12,  and 
pack  sizes  for  Pharmacy  sale  to 
30.  Views  were  also  sought  on 
parallel  provisions  for  OTC  packs 
of  aspirin  and  ibuprofen. 

Manufacturers  have  few  clues 
as  to  what  the  Commission  will 
decide,  but  Michael  Baker,  head 
of  regulatory  affairs  at  the  Propri- 
etary Association  of  Great 
Britain,  thinks  the  status  quo  is 
unlikely  to  be  retained. 

The  Medicines  Commission's 
thoughts  are  unlikely  to  be  made 
public  straight  away.  Normally, 
recommendations  are  made  to 
ministers  and  draft  regulations 
drawn  up  in  consultation  with 
trade  bodies. 

This  can  take  up  to  four 
months,  and  the  calling  of  a  gen- 
eral election  earlier  this  week  is 
likely  to  delay  matters  further.  If 
new  regulations  are  to  be  laid,  Mr 
Baker  says  he  cannot  see  this 
happening  before  October. 

Management  cuts 
to  release  money 

Cuts  in  NHS  management  costs 
will  lead  to  an  extra  S340  million 
being  available  for  patient  care  by 
1999,  according  to  a  Department 
of  Health  booklet  published  last 
week. 

Nearly  SlOOm  in  savings  have 
been  achieved  from  the  abolition 
of  regional  health  authorities  in 
April  1996,  and  around  another 
£50m  will  be  achieved  by  next 
March  from  the  streamlining  of 
the  DoH. 

A  further  £45m  reduction  in 
health  authority  and  trust  man- 
agement costs  in  1997-98  is 
expected  to  match  the  overall 
NHS  efficiency  target  of  2.7  per 
cent.  This  means  that  NHS  man- 
agement costs  will  have  fallen  by 
S186m  or  10  per  cent  in  real  terms 
in  the  two  years  to  the  end  of 
1997-98. 

Health  minister  Stephen  Dor- 
rell  set  a  target  of  a  5  per  cent 
(nearly  8  per  cent  in  real  terms) 
cash  reduction  in  1996-97  for 
health  authorities'  and  NHS 
trusts'  management  costs. 

The  booklet,  'Health  authority 
costs  and  management  costs  in 
NHS  trusts:  financial  year  1995-96 
and  planned  costs  for  1996-97', 
shows  how  the  targets  are  being 
met. 


The  Scottish  Office  is  proposing 
new  schemes  for  joint  working  be- 
tween GPs  and  community  phar- 
macists, together  with  talks  on 
alternative  remuneration  systems. 

In  its  'Primary  care:  agenda  for 
action',  the  Scottish  Health  Ser- 
vice Management  Office  says 
that  locating  community  phar- 
macies in  separate  premises 
from  GPs  can  be  a  barrier  to 
closer  working.  There  is  a  need 
to  improve  communication  be- 
tween those  members  of  the  pri- 
mary care  team  inside  health 
centres  and  those  outside,  so  the 
Scottish  Office  is  to  initiate  dis- 
cussions on  joint  working  at 
local  level  between  the  profes- 
sions' representatives  at  national 
level. 

The  presence  of  a  pharmacist 
within  the  GP  practice  has 
already  been  shown  to  have  sig- 
nificant benefits,  particularly  in 
managing  prescribed  medicines 
and  in  running  clinics  with  GPs 
and  nurses.  "We  want  to  build  on 
these  benefits  by  exploring  with 
the  professions  ways  of  rolling 
out  joint  working  to  more  prac- 
tices, with  the  aim  of  having  10 
per  cent  of  all  practices  working 
on  specific  areas  with  pharma- 
cist involvement  by  1998,"  the 
document  says. 

"We  also  wish  to  encourage 
health  boards  to  use  the  Pre- 
scribing Management  Scheme 
funds  to  facilitate  clinical  phar- 
macy advice  on  prescribing  to 
practices.  There  have  been 
encouraging  results  from  the 
recent  centrally-supported  pro- 
jects on  repeat  prescribing  and 
dispensing,  and  we  will  produce 
specific  proposals  for  developing 
these  schemes.  There  may  also 


The  NHS  Executive  is  holding  a 
series  of  events  nationwide  to 
canvas  views  from  staff  and 
patients  to  ascertain  how  profes- 
sionals and  services  can  become 
more  responsive  to  patient  needs. 

Barbara  Stocking,  NHSE 
regional  director  for  Anglia  and 
Oxford,  leading  the  patient  part- 
nership strategy,  says  this  should 


The  Pharmaceutical  Society  of 
Northern  Ireland  continues  on 
course  for  the  planned  launch  of 
its  vision  for  the  future  of  phar- 
macy next  month. 

The  launch  of  a  strategy  for 
professional  development  in  the 
Province  to  2020  is  planned  for 
April  23.  The  Society  revealed  its 


be  opportunities  to  locate  other 
NHS  staff,  particularly  those 
dealing  with  health  promotion,  in 
community  pharmacies." 

Local  devolution  of  contract- 
ing for  services  to  homes,  dis- 
posal of  unwanted  medicines, 
needle  exchange  schemes  and 
methadone  supply  is  an  opportu- 
nity to  align  the  pharmaceutical 
role  with  local  needs,  the  Agenda 
says.  "Developing  genuine  part- 
nerships between  community 
pharmacists  and  others  in  pri- 
mary care  requires  improve- 
ments to  current  contractual 
arrangements  and  we  wish  to 
explore  alternative  organisa- 
tional and  remuneration  models 
for  pharmacists  working  in  pri- 
mary care." 

The  Scottish  Health  Depart- 
ment wishes  to  consider  ways  of 
extending  the  pharmacist's  role, 
exploring  how  POM  to  P  medi- 
cines deregulation  might  be 
linked  with  pharmacists'  treat- 
ment of  common  ailments  as 
part  of  a  strategy  to  reduce  the 
load  on  GPs.  It  also  wishes  to  dis- 
cuss with  patient  groups  and  the 
profession  the  possibility  of  vol- 
untary  registration  with  pharma- 
cies for  patients  who  need  spe- 
cial pharmaceutical  care.  There 
are  plans  to  review  the  pharma- 
ceutical requirements  of  commu- 
nity hospitals  and  the  role  com- 
munity pharmacists  might  poten- 
tially play. 

Other  proposals  are: 
•  to  improve  the  educational 
support  for  community  pharma- 
cists providing  services  to  treat 
common  ailments,  and  to  con- 
sider the  potential  for  a  voca- 
tional training  scheme  for  phar- 
macists working  with  GPs 


improve  understanding  of  pat- 
ients' concerns  and  help  profes- 
sionals develop  better  communi- 
cation skills. 

Building  on  the  primary  care 
'listening  exercise',  the  NHSE  is 
carrying  out  three  consultation 
processes  on  professional  devel- 
opment, information  for  the  NHS 
and  developing  quality  services. 


plans  last  year  (C&D  December 
7,  1996). 

A  strategy  was  thrashed  out  at 
a  working  weekend  earlier  this 
year  and  this  has  been  presented 
to  the  Ulster  Chemists'  Associa- 
tion and  the  Pharmaceutical  Con- 
tractors' Committee.  Both  have 
endorsed  the  Society's  initiative. 


•  to  support  community  phar- 
macy research  through  the  Phar- 
macy Practice  Research  Fund 
and  to  encourage  links  between 
academic  departments  of  gen- 
eral practice  and  of  pharmacy 

•  a  joint  group  of  primary  care 
professionals  will  be  set  up  to 
review  the  needs  of  the  elderly  in 
residential  and  nursing  homes, 
those  with  multiple  disabilities  in 
the  community,  and  those  in  sup- 
ported accommodation  who  may 
formerly  have  been  cared  for  in 
hospital 

•  testing  the  concept  of  single, 
integrated  budgets  between  pri- 
mary care  and  specialist  hospi- 
tals for  some  drugs 

•  plans  are  under  way  in  1997-98 
to  extend  nurse  prescribing  to 
250  additional  nurses  and  health 
visitors  working  in  25  general 
practices  in  Lothian,  Tayside, 
Ayrshire  and  Arran,  Grampian 
and  Glasgow.  Subject  to  evalua- 
tion, it  will  then  be  rolled  out 
across  Scotland. 

The  Agenda  reflects  the  priori- 
ties which  were  identified  from 
discussion  on  'Primary  care  -  the 
way  ahead'  which  led  to  the 
White  Papers  'Choice  and  oppor- 
tunity' and  'Scottish  Health  Ser- 
vice -  ready  for  the  future'.  The 
latter  announced  key  initiatives 
for  primary  care  which  are  also 
contained  in  this  Agenda. 

The  Government  is  making 
available  Sll  million  to  support 
the  primary  care  initiatives  in  the 
Scottish  Health  Service  White 
Paper  and  in  the  Agenda  for 
action'  A  further  S2m  from  the 
Primary  Care  Development  Fund 
is  being  devolved  to  health 
boards  from  April  to  assist  in 
implementing  the  Agenda. 

Welsh  investigation 
of  script  payments 

Welsh  Office  minister,  Gwilym 
Jones,  has  promised  to  investigate 
the  question  of  prescription  reim- 
bursement for  Welsh  pharmacists. 

Mr  Jones  recently  met  a  delega- 
tion of  Welsh  pharmacists,  led  by 
Plaid  Cymru  leader  Daffyd  Wigley, 
who  complained  that  payments 
often  bore  no  relation  to  costs 
incurred.  Among  the  delegates 
were  North  Wales  Local  Pharma- 
ceutical Committee  chairman 
Arthur  Jones  and  secretary  Mike 
Ashley. 

"We  pressed  the  minister  to 
introduce  a  more  transparent  sys- 
tem of  payment,  which  would 
give  notification  to  pharmacists 
of  the  sum  to  be  paid  five  days 
before  the  end  of  the  month,  as  in 
England,"  says  Mr  Wigley. 


NHSE  looks  at  responding  to  patients  needs 


PSNI  presses  ahead  with  vision  for  the  future 
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Manufacturers  and  wholesalers  are  trialling  re-useable  containers  for  transporting  stock  (p32) 

Primary  Care  Bill  deal  struck  for  election 


Healt  h  minister  Gerald  Mali  me 
has  struck  a  deal  with  Labour  to 
ensure  the  safe  passage  of  the 
NHS  Primary  Care  Bill  before  the 
general  election. 

The  unexpectedly  early  sus- 
pension of  Commons'  business 
on  March  21  threatened  a  num- 
ber of  Government  bills,  but  Mr 
Malone  is  confident  that  his  mea- 
sure will  survive. 

No  news 

The  Pharmaceutical  Services 
Negotiating  Committee  has  had 
no  response  yet  from  the  NHS 
Executive  to  this  year's  pay  bid 
of  a  4.5  per  cent  increase  in  dis- 
pensing income  per  prescription. 
But,  says  chairman  Wally  Dove, 
the  it  is  pushing  hard  for  a  reply, 
especially  now  the  date  of  the 
general  election  is  known. 

Meanwhile,  PSNC  is  continu- 
ing its  strategic  review  of  remu- 
neration. A  subcommittee  is 
looking  at  the  way  pharmacists 
are  paid  in  other  countries.  And  a 
working  group  has  been  set  up  to 
consider  ways  of  formulating  a 
practical  strategy  for  medicines 
management  in  the  community. 

A  further  working  group  is 
looking  at  the  distribution  of 
pharmacies  in  England  and 
Wales.  Mr  Dove  stresses  there  is 
no  threat  to  control  of  entry;  it  is 
more  a  'fact-finding'  exercise  to 
establish  whether  patients  have 
reasonable  access  to  pharmacy 
services. 

Certificate  sales  for  no  pay 

The  NHSE  has  proposed  new 
arrangements  for  pharmacists  to 
sell  prepayment  certificates 
from  October  -  for  no  fee.  PSNC 


The  Department  of  Health  says 
it  expects  the  Bill  to  wrap  up  its 
parliamentary  stages  in  a  one- 
hour  debate  in  the  Lords  on 
March  20,  and  for  the  measure  to 
gain  Royal  Assent  on  March  2 1 . 

A  Labour  spokesman  says:  "We 
still  aren't  entirely  happy  with  all 
aspects  of  the  Bill,  but  we  don't 
intend  to  stop  it  reaching  the 
statute  book." 


The  Bill  gives  pharmacists  and 
othei  MIS  professionals  the 
chance  to  expand  the  range  of 
primary  care  services  they  offer. 
•  Sir  Michael  Shersby's  private 
members'  bill,  'The  Pharmacists 
(Fitness  to  Practise)  Bill,  is  con- 
sidered safe,  as  it  was  expected 
that  Royal  Assent,  would  be 
granted  to  it  this  Wednesday  as 
<       went  to  press. 


Charkham  is  new 
chairman  of  PES 

Jonathan  <  harkham,  a  past 
adviser  to  the  Bank  of  England, 
has  taken  over  as  chairman  of 
Practice  Resource  Systems  in 
place  of  Maurice  Leaman,  who 
has  left  llie  companv  to  puisne 
othei  interests.  Gary  Noon 
remains  as  managing  director. 

Mi  ( 'harkham  is  a  visiting  pro 
lessor    to    the    City  Business 

School  and  was  a  member  Of  the 
Cadbury  Committee  on  Corpo- 
rate Governance.  The  software 
company  is  presently  w  orking  on 
a  controversial  project  to  prov  ide 
an  electronic  prescription  service 
linking  GPs  and  pharmacists. 

Sussex  pharmacy 
opposed  by  patients 

An  employee  pharmacist  is  hope 
till  t  hat  Ins  application  to  open  a 
pharmacy  in  a  village  with  a  dis- 
pensing doctor  practice  will  he 
successful. 

( harles  Williams  has  organised  a 
petition  in  support  of  his  opening  a 
pharmacy  in  the  East  Sussex  vil- 
lage of  Ilia  w  ash.  How  ever,  he  is 
being  opposed  by  a  patients  group 
Friends  of  Burwash  Surgery. 

East  Sussex  Health  Authority  is 
considering  his  application 


from  NHSE  on  '97  pay  bid 


is  replying  in  a  strongly-worded 
letter  that  contractors  will 
expect  an  administration  fee. 
The  scheme  will  be  voluntary 
Review  Panel  PSNC  is  trying  to 
widen  the  remit  of  the  Pharmacy 
Review  Panel  to  cover  the  over- 
all global  sum  and  the  type  of 
work  pharmacists  should  be  paid 
for  It  also  wants  the  Panel  to 
have  more  power  to  enforce  its 
recommendations.  Documents 
setting  out  these  views  will  be 
presented  to  the  new  Govern- 
ment immediately  after  the  elec- 
tion. 

Local  budgets  The  PSNC  is  tak- 
ing advice  orr  the  legality  of 
health  authorities  changing  the 
terms  of  local  remuneration 
agreements  when  funds  run  out 
during  the  year.  Advice  will  be 
given  to  LPCs  after  the  next 
PSNC  meeting. 

PSNC  continues  to  oppose 
local  budgets  on  the  grounds  that 
negotiations  are  often  unsatis- 
factory and  lead  to  varying  ser- 
vices and  remuneration  across 
the  country.  PSNC  has  still  not 
heard  about  devolved  budgets 
coming  into  effect  in  April,  so 
will  write  to  the  NHSE. 


PSNC  has  received  reports  of 
only  '■'>'■]  local  oxygen  negotia- 
tions from  LPCs,  yet  the  Pre- 
scription Pricing  Authority  says 
almost  all  have  settled.  Mr  Dove 
recommends  LPCs  communicate 
with  the  PSNC  during  negotia- 
tions to  iron  out  problems. 
Patient  packs  PSNC  has  added 
its  support  to  a  letter  to  health 
minister  Gerald  Malone,  express- 
ing concern  over  the  delay  in 
implementing  patient  packs. 
Other  signatories  are  the  Royal 
Pharmaceutical  Society,  the 
Association  of  the  British  Phar- 
maceutical Industry  and  medical 
organisations. 

PSNC  is  concerned  that  issues 
such  as  residual  stock  and  the 
pharmacists'  Terms  of  Service 
have  not  yet  been  resolved,  nor 
has  clear  guidance  been  given  on 
requirements  for  labelling  and 
leaflet  provision,  leaving  phar- 
macists at  risk  of  legal  problems 
if  they  fail  to  comply  adequately. 
LPC  conference  Despite  con- 
tradictory motions  being  passed 
at  the  LPC  conference  (C&D 
March  S.  p7).  PSNC  remains  con- 
vinced that  its  remit  is  to  negoti- 
ate on  behalf  of  contractors  and 


will  continue  to  discuss  with  the 
RPSGB  broad  issues  relating  to 
community  pharmacy,  in  line 
with  PIANA's  aspirations.  The 
provisional  date  for  next  year's 
LPC  conference  and  PSNC  din- 
ner is  March  2.  at  the  Queen  Eliz- 
abeth II  Conference  Centre, 
Westminster. 

Touche  Ross  report  The  Gov- 
ernment is  still  refusing  to  act  on 
the  1994  report  from  Touche 
Ross  into  appliance  services. 
PSNC  wants  the  report  to  be  pub- 
lished, so  has  written  again  to  the 
NHSE  arrd  the  health  minister, 
and  plans  to  take  up  the  matter 
vvith  the  Labour  front  bench 
health  team. 

Manpower  survey  PSN( '  will  be 
contributing  half  the  costs  of  a 
further  manpower  survey  to  be 
carried  out  by  the  National  Phar- 
maceutical Association.  The 
information  will  be  used  in  remu- 
neration negotiations. 
Election  plans  LPCs  who  wish 
to  arrange  pharmacy  visits  for 
prospective  par  liamentary  candi- 
dates can  obtain  advice  from 
PSNC's  Mike  King.  PSNC  is  also 
planning  to  send  MPs  a  briefing 
document  after  the  election. 
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Inauspici 


The  inaugural  meeting  of 
a  new  group,  EPIC  - 
Employee  Pharmacists 
in  the  Community  -  was 
held  last  Sunday.  An 
epic  event  it  was  not: 
there  were  too  few 
people  there  to  make  it 
that  hut  those  who  were 
voted  for  the  new  group 
to  become  an 
autonomous  section  of 
the  MSF  trade  union 

"There  is  no  doubt  at  all  that 
there  is  a  need  for  an  employees' 
association,"  chairman  of  EPIC's 
steering  committee,  Bob  Gart- 
side,  said.  But  although  700  phar  - 
macists had  requested  informa- 
tion about  an  employee  group, 
only  25  turned  up  at  the  Royal 
Pharmaceutical  Society  for  its 
inaugural  meeting  last  Sunday. 

They  voted  51  to  14  in  favour  of 
setting  up  EPIC  as  an  auto- 
nomous section  within  MSF.  Vot- 
ing numbers  were  boosted  by 
proxy  votes  sent  in  by  those  who 
had  registered  an  interest  in  the 
group. 


Presenting  the  options  (I  to  r):  Frank  Yantin,  steering  committee; 
chairman  Bob  Gartside;  and  MSF  regional  officer  Patrick  Canavan 


Pharmacist  employees  are 
concerned  about  their  lack  of 
professional  influence.  Their  pay 
is  poor.  Community  pharmacy  is 
not  in  good  shape  and  the  exist- 
ing institutions  have  not  been 
able  to  make  much  difference, 
said  Mr  Gartside 

The  steering  group  has  met 
four  times  since  it  was  set  up  last 
November  after  the  Royal  Phar- 
maceutical Society  facilitated  an 
open  meeting  in  Birmingham. 
The  new  group  had  two  options, 
he  said,  to  proceed  as  an  inde- 
pendent group,  or  affiliate  to  a 
larger  organisation  like  MSF. 

The  steering  committee's  un- 
animous recommendation  was 
to  go  down  the  union  route,  bear- 


The  options 


The  independent  option 

It  could  cost  as  much  as  £200,000  to  run  an  independent  employees' 
association.  Membership  fees  would  have  to  reflect  this,  since  the 
cost  could  only  be  met  by  subscriptions.  At  this  early  stage,  a  fee  of 
£200  would  be  realistic,  said  Frank  Yantin,  a  member  of  the  steering 
committee. 

"If  we  opt  for  the  affiliation  to  a  trade  union  at  this  stage,  there  will 
be  no  turning  back,  and  we  will  be  forever  tied  to  a  union  structure. 
The  formation  of  an  independent  association  will  leave  us  with  the 
option  of  seeking  affiliation  at  a  later  date,"  he  said. 

The  Guild  of  Hospital  Pharmacists  was  well  established  long  before 
it  joined  a  union,  and  was  able  to  tell  the  union  exactly  what  it 
required  priorto  joining,  he  said.  "We  need  time  to  recruit  and  find  out 
what  members  want." 

Community  pharmacy  is  a  diverse  profession,  ranging  from  OTC- 
based  businesses  to  prescription  factories,  he  said.  Although  a  recent 
C&D  survey  showed  that  37  per  cent  of  pharmacists  think  that  the 
National  Pharmaceutical  Association  best  represents  the  interests  of 
employees,  membership  is  only  open  to  proprietors  lawfully 
conducting  a  retail  pharmacy  business  ...  there  could  be  conflicts  of 
interest,  most  notably  in  the  area  of  legal  advice. 
The  union  option 

MSF  has  400,000  members  in  their  own  industrial  or  professionally 
autonomous  groups,  said  Patrick  Canavan,  one  of  the  union's  regional 
officers.  Members  in  each  sector  make  their  own  policy-  it  is  not 
imposed  from  above.  MSF  provides  an  infrastructure  and  expertise 
which  EPIC  could  draw  upon.  He  listed  some  of  the  facilities  which 
would  be  available  to  EPIC  as  part  of  MSF: 
®  determination  of  professional  activities 
O  access  to  advice  for  members,  legal  support  and  representation 
support  in  pursuing  issues  with  employers 

•  administrative  and  organisational  support,  including  recruitment 

•  control  over  its  own  finances  (within  MSF  rules) 


ing  in  mind  the  cost  of  creating 
an  organisation  from  scratch  and 
developing  proper  services  and 
contacts. 

Mr  Gartside  asked  the  meeting 
to  empower  the  steering  commit- 
tee to  take  matters  forward. 
Additional  members  may  be  co- 
opted,  he  said. 

What  next? 

EPIC  is  now  faced  with  the  task 
of  organising  itself  as  an 
autonomous  section  within  MSF, 
and  launching  a  recruitment 
drive  for  members. 

The  cost  for  those  wishing  to 
join  EPIC  will  be  S99.84  a  year. 
Any  employee  or  locum  pharma- 
cist can  send  for  an  application 
form  from  Patrick  Canavan, 
EPIC,  Freepost  CL1196,  Bishops 
Stortford  CM23  2ZD. 

All  cheques  will  be  held 
uncashed  until  a  certain  date.  If 
by  then  membership  has 
"reached  a  desired  level",  a  gen- 
eral meeting  will  be  called  at 
which  a  constitution  will  be 
adopted  and  an  executive  com- 
mittee elected,  according  to 
steering  group  member  Frank 
Yantin.  If  insufficient  interest  is 
shown,  then  the  cheques  will  be 
destroyed. 

EPIC -the  objectives 

Representation 

Promote  the  interests,  privileges 
and  welfare  of  community 
pharmacy  employees  and  locum 
pharmacists  generally 

Integrity 

Ensure thatthe  professional 
integrity  of  employees  is  not 
challenged  by  commercial 
pressure  from  employers 
Pay  and  conditions 
Obtain  the  best  possible 
remuneration  and  conditions  of 
employment 
Professional  services 
Provide  services  to  support  the 
membership  in  providing 
professional  services 


NEWS 


Script  charge  reminder 

Regulations  increasing  NHS 
prescription  charges  from  April  1 
have  been  published.  The  charge 
for  a  single  item  goes  up  from 
£5.50  to  £5.65.  New  prices  for 
other  items  are:  elastic  stockings, 
£5.65  or  £11.30  a  pair;  tights, 
£11.30;  partial  human  hair  wigs, 
£123;  modacrylic  wigs,  £47;  full 
human  hair  wigs,  £179.50;  fabric 
support,  £29.05;  surgical 
brassieres,  £19.75.  Prepayment 
certificates  will  cost  £29.30  for 
four  months  and  £80.50  for  12 
months.  The  changes  are  made 
under  the  NHS  (Charges  for  drugs 
and  appliances)  Amendment 
Regulations  1007  (SI  No  559: 
Stationery  Office  £1.10). 

Social  services 

A  social  services  White  Paper 
last  week  set  out  proposals 
which  a  Conservative 
Government  would  implement  in 
a  Social  Services  Reform  Bill.  It 
introduces  a  purchaser/provider 
split  in  the  delivery  of  care,  as 
well  as  statutory  bodies  to 
inspect  and  regulate  residential 
and  nursing  homes. 

PRS  and  Unipath  to 
at  YPG  hustings 

Practice  Resource  Systems  man- 
aging director,  Gary  Noon,  and  a 
representative  from  Unipath  have 
agreed  to  speak  at  the  Young 
Pharmacists'  Group  Midlands 
regional  conference. 

Mr  Noon  will  speak  about  "the 
gateway  to  the  future  of  phar- 
macy, information  technology 
and  its  benefits  to  the  pharma- 
ceutical services".  Unipath  has 
been  invited  to  speak  about  Per- 
sona and  its  distribution. 

The  afternoon  session  will  fea- 
ture the  YPG's  near-annual  hus- 
tings for  Royal  Pharmaceutical 
Society  Council  candidates. 

The  meeting  will  take  place  at 
the  Quality  Friendly  Hotel  in 
Bentley,  near  Walsall,  West  Mid- 
lands, on  April  20th.  The  day 
starts  at  9.30am. 

NHS  Confederation 
reveals  action  agenda 

The  NHS  Confederation  wants  to 
see  sustainable  growth  of  at  least 
3  per  cent  above  the  rate  of  infla- 
tion for  the  next  five  years  in  the 
funding  of  the  NHS. 

It  is  also  seeking  to  break  down 
institutional  and  structural  barri- 
ers that  prevent  patients  receiv- 
ing totally-integrated  care. 

The  calls  come  in  the  new  Con- 
federation's action  agenda  issued 
to  mark  its  launch. 
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GP  PERSPECTIVE 


A  commercial  world 

In  the  dying  days  of  this  <  rovern- 
ment,  everybody  is  looking  into 
their  crystal  halls  (<>  sec  Imu  a 
new  administration,  of  whatever 
political  persuasion,  will  affect 
their  lives.  Even  at  the  end  <  if  i  Ins 
parliament,  events  are  in  pro 
gress  which  will  shape  the  future 
of  general  pract  ice. 

One  contentious  clause  ol  the 
NHS  (Primary  Care)  Hill  allowed 
lor  I  he  possibility  of  commercial 
organisations  lo  directly  employ 
(IPs.  However,  I  his  met  with 
fierce  opposition  from  the  med- 
ical profession  For  ils  critics  it 
was  Ihe  Ihin  end  of  (he  wedge 
which  would  allow  the  creeping 
privatisation  of  general  practice. 

The  Bill  has  been  amended  to 
directly  exclude  private  compa- 
nies from  employing  GPs, 
although  they  will  still  he  able  lo 
invest  funds  to  help  provide 
premises.  The  new  arrangement 
will  mean  only  'members  of  the 
NHS  family',  which  includes 
trusts  and  GPs,  will  be  allowed  to 
hold  a  primary  care  contract. 

GPs  should  speak 
to  pharmacists 
about  living  in  a 
commercial  world 

However,  the  stoiy  does  not  end 
there.  There  are  concerns  that 
some  trusts  may  exert  pressure  on 
employee  GPs  to  refer  patients 
only  to  the  employing  trust  In 
addition,  the  Hill  does  not  pre- 
clude private  companies  from 
entering  into  partnerships  with 
HPs.  Though  they  cannot  employ 
doctors,  they  could  still  offer  to 
place  their  surgeries  within  then 
High  Street  shops. 

It's  likely  that  the  Labour  Party 
would  be  unhappy  with  this 
arrangement  and  would  want  to 
completely  exclude  any  commer- 
cial input  into  general  practice. 
However,  this  may  lead  to  con- 
flict with  many  CPs  who  would 
welcome  such  intervention  but 
would  still  want  to  retain  overall 
control.  If  there  are  too  many 
restrictions  on  a  GP's  right  to 
allow  commercial  input,  then,  for 
example,  the  use  of  deputising 
services  may  be  put  at  risk.  This 
would  be  extremely  unpopular' 

So  where  is  it  going  to  end?  It's 
likely  that  there  will  he  some 
form  of  collaboration  between 
GPs  and  commercial  organisa- 
tions in  the  future.  Perhaps  GPs 
should  be  speaking  to  pharma- 
cists to  see  what  comments  they 
have  to  make  about  living  in  a 
more  commercial  w  orld 
By  Dr  Harrii  Brown,  a  GI'  prac- 
tising in  Ahcooillry,  I.i  ills 


More  than 
one  way  to 
survive 


It  is  easy  to  simplify  complex 
problems  when  editorial 
space  is  short  a/id,  at  the  risk 
of  being  similarly  accused,  I 
do  feel  that  last  week's 
contribution  by  a  senior 
industry  manager  in  Industry 
Viewpoint  did  just  that. 

Over  the  last  20  years,  the 
massive  growth  in  multiple 
trading  has  revolutionised  the 
retail  sector  and  decimated 
independent  traders,  but  I  do 
not  believe  that  my  final 
salvation  can  lie  only  in 
mimicking  their  means  of 
success. 

I  neither  wish,  nor  seriously 
expect,  that  my  customers 
would  really  prefer  that  I 
become  a  small  multiple  look- 
alike  when  they  already  have 
the  real  thing  efficiently 
trading  only  half  a  mile  up  the 
road.  My  weakness  may  be  a 
lack  of  direction,  but  my 
strength  lies  in  an 
individualism  with  which  no 
multiple  can  compete. 

The  multiples  may  be  able 
to  identify  the  needs  of  a 
population,  but  their  solution 
is  global  in  application  and 
therefore  uniform  by 
necessity.  I,  on  the  other  hand, 
react  according  to  local  needs. 
Admittedly,  this  is  not  as  a 
result  of  properly-conducted 
market  research  but  by  a 
combination  of  responding  to 
customers'  demands  and 
evolving  new  marketing 
strategies  based  on  the 


necuons 


empirical  knowledge  built  up 
over  many  years  of  business 
survival. 

The  result  is  local  niche 
marketing  which  has  enabled 
my  business  to  remain 
successful  even  in  the  face  of 
the  inexorable  competition 
from  multiple  traders. 

I  know  I  cannot  compete 
head-on  with  the  local 
superstore.  However,  by 
listening  to  my  loyal 
customer-base  and  carefully 
testing  the  waters  in  new 
areas  of  endeavour  not  only 
have  I  managed  to  stop  the  rot 
but,  dare  I  whisper  it,  have 
recently  improved  that  vital 
customer  throughput! 

Speaking  as  a 
customer  „, 

Insurance  is  one  of  those 
intangible  expenses  of  life.  I 
resent  it  when  the  annual 
premium  arrives  and  nothing 
has  gone  wrong,  but  it  is  so 
essential  when  disaster 
strikes.  I  very  rarely  claim  on 
any  of  my  policies,  but  a  few 
weeks  ago  I  suffered  the 
consequences  of  a  particularly 
bad  storm  and  my  insurance 
cover  had  to  be  invoked. 

I  have  always  been  insured 
with  the  Pharmacy  Mutual 
Insurance.  Apart  from 
enjoying  a  premium-free 
bonus  every  six  years,  I  have 
never  previously  had  to 
contact  them.  However,  when 
I  did,  my  problem  was  dealt 
with  courteously, 
considerately  and  with  speed. 
By  return  of  post  came  a  very 
understandable  claims  form. 
More  importantly,  within  a 
few  days  of  submitting  the 
claim,  a  no-quibble  cheque  for 
the  full  amount  was  on  my 
doormat. 

After  hearing  so  many 
horror  stories  about  the 
problems  of  dealing  with 
insurance  claims,  I  have 


nothing  but  praise  for  PMI.  It 
is  'our'  insurance  company 
and  from  this  first-hand 
experience  it  has  not  only  my 
grateful  thanks  but  also  my 
unreserved  recommendation. 

A  problem  for 
the  future? 

According  to  a  recent 
American  epidemiological 
study,  the  use  of  regular 
dosing  with  ibuprofen  could 
reduce  the  incidence  of 
Alzheimer's  disease  by  up  to 
60  per  cent  (Guardian,  March 
1 1 ).  However,  effective  dose 
levels  have  yet  to  be 
established  and  since  there  is 
no  financial  incentive  for  the 
pharmaceutical  industry  to 
invest  in  research,  more 
definitive  information  may 
take  some  time  to  become 
available. 

Low-dose  aspirin  is  already 
being  widely  used  to  prevent 
secondary  thrombotic 
vascular  disease,  and  many 
so-called  supplements  are 
increasingly  being  regularly 
consumed  to  prevent  possible 
future  health  problems. 
However  much  I  am  pleased 
with  the  financial  benefits  of 
these  purchases,  I  am 
concerned  about  their 
possible  detrimental 
cumulative  effect. 

How  many  of  today's 
enthusiastic  aspirin-  and 
ibuprofen-takers  will 
tomorrow  be  asking  my 
advice  on  the  treatment  of 
gastric  irritation?  How  much 
future  iatrogenic  disease  will 
be  the  result  of  the  over- 
zealous  consumption  of 
prophylactic  supplements? 

The  taking  of  drugs  and 
supplements  to  preserve 
health  is  a  growth  industry 
which,  if  allowed  to  grow 
uncontrolled,  may  create  as 
many  problems  as  its 
advocates  say  it  will  solve. 


CHEMIST  &  DRUGGIST  22  MARCH  1997 
■ 


7 


SCRIFEswecials 


indication 


Prostap  SR  (leuprorelin  acetate 
depot  injection)  is  now  indicated 
for  endometrial  preparation  prior 
to  intra  uterine  surgery,  including 
endometrial  ablation  or 
resection.  The  dose  is  a  single 
3.75mg  subcutaneous  or 
intramuscular  injection  five  to  six 
weeks  prior  to  surgery.  Therapy 
should  be  initiated  during  days 
three  to  five  of  the  menstrual 
cycle.  The  'special  warnings'  and 
undesirable  effects'  sections  of 
the  Data  Sheet  have  been  revised. 
Wyeth  Laboratories.  Tel:  01628 
604377. 

Audicort  Drops  storage 

All  new  stock  of  Audicort  Drops 
10ml  issued  after  April  1  will 
require  refrigeration,  and  packs 
will  carry  these  new  instructions. 
As  a  result  of  these  storage 
changes,  the  shelf  life  has  been 
extended  from  12  to  18  months. 
Wyeth  Laboratories.  Tel:  01628 
604377. 

Aciclovir  caution  from  PPA 

Prescriptions  for  aciclovir 
tablets  800mg'  will  need  to 
distinguish  between  Zovirax 
Tablets  800mg,  which  are 
dispersible  and  plain,  and  non- 
dispersible  tablets,  which  are 
available  both  generically  or  as 
the  proprietary  brand  Virovir. 


Avonex  slows  progression  of  MS 


Avonex  (interferon  beta-la)  is  a 
new  tool  in  the  fight  against  multi- 
ple sclerosis  which  slows  the  pro- 
gression of  disability  in  patients. 

Launched  by  Biogen,  Avonex 
reduces  the  number  of  attacks  in 
treated  patients  and  helps  reduce 
the  risk  of  progressive  disability. 
When  compared  to  placebo,  it 
reduced  the  risk  of  such  progres- 
sion by  37  per  cent  over  two 
years  in  ambulatory  patients. 

Although  the  exact  mechanism 
of  action  is  not  known,  Avonex  is 
thought  to  regulate  the  immune 
response  against  myelin,  the  pro- 
tective sheath  of  neurones,  dam- 
age to  which  precipitates  the 
symptoms  of  MS. 

Avonex  (NHS  price  £730  per 


vial)  is  indicated  specifically  for 
the  treatment  of  ambulatory 
patients  with  relapsing  MS  to 
slow  the  progression  of  physical 
disability  and  decrease  the  fre- 
quency of  clinical  exacerbation. 

The  recommended  dose  is 
30mcg  injected  intramuscularly 
once  a  week.  It  is  well  tolerated; 
side-effects  include  flu-like 
symptoms,  muscle  ache,  fever, 
chills  and  general  weakness. 

The  drug  is  contra-indicated  in 
known  hypersensitivity  to  inter- 
feron beta  or  other  components; 
pregnant  or  breastfeeding  moth- 
ers; and  in  epileptics  not  ade- 
quately controlled  by  medica- 
tion. It  should  be  used  with  cau- 
tion in   depressed  patients  - 


depression  occurs  frequently  in 
MS  sufferers. 

MS  affects  more  than  80,000 
people  in  the  UK,  with  over  a 
third  of  them  experiencing 
relapse. 

Biogen  Ltd.  Tel:  01344  867033. 


Fitpack  personal  sharps  container 


Safe  Injection  Pack  is  launching 
its  pocket-sized  sharps  con- 
tainer, Fitpack,  into  pharmacy. 

The  discrete,  tamper-proof 
device  (SI. 55)  contains  two  com- 
partments, one  for  the  storage  of 
clean  disposable  1ml  syringes 
and  another  for  used  ones.  It 
comes  in  three  sizes,  holding 
three,  five  or  ten  syringes  each. 

Fitpack  helps  to  reduce  the 
incidence  of  needle-stick  injuries 


MEDICAL  MATTERS 


and  is  considered  ideal  for  dia- 
betics, travellers  and  healthcare 
professionals  involved  in  needle 
exchange  who  are  on  the  move. 

Fitpack  was  originally  de- 
signed for  a  needle  exchange 
scheme  run  by  Australia's  New 
South  Wales  Health  Department 
-  over  a  million  containers  a  year 
are  now  used. 
Safe  Injection  Pack  Ltd. 
Tel:  0161  7181510. 


BDF  unveils  peptic  ulcer  awareness  campaign 


The  British  Digestive  Foundation 
has  launched  a  campaign  to  raise 
awareness  of  peptic  ulcers. 

The  campaign  will  initially  tar- 
get health  workers,  followed  by  a 
consumer  initiative  in  the  sum- 
mer. The  message  is  that  peptic 
ulcers  are  curable,  and  recur- 
rence preventable,  through  Heli- 
cobacter pylori  eradication.  Two 
leaflets  -  on  H  pylori  and  peptic 
ulcers  -  are  available  from  the 


BDF  (Freepost  LON4268,  Lon- 
don NW1  OYT)  or  can  be  down- 
loaded from  the  Internet  at 
http://www.  bdf.  org.  uk. 

Speaking  at  the  launch,  Profes- 
sor John  Calam  from  Hammer- 
smith Hospital,  said  that  of  the 
360,000  people  diagnosed  with 
peptic  ulcer,  less  than  a  quarter 
were  receiving  appropriate  erad- 
ication therapy,  even  though  it 
has  a  95  per  cent  success  rate. 


NSAIDs,  on  the  other  hand,  were 
responsible  for  30  per  cent  of 
gastric  ulcers  and  their  impact 
should  not  be  overlooked. 

Studies  show  the  condition  is 
under-managed.  Short,  sharp 
eradication  therapy  with  a  pro- 
ton pump  inhibitor  and  two 
antibiotics  (amoxycillin,  metron- 
idazole or  clar  ithromycin)  is  now 
recommended,  with  H2  antago- 
nists reserved  for  specific  cases. 


Advice  on  coeliac  disease  and  gluten-free  diets  comes  on-line 


Scientific  Hospital  Supplies  has 
set  up  the  Juvela  Nutrition  Cen- 
tre, an  information  line  on  coeliac 
disease  and  gluten-free  diets. 

The  Centre,  which  is  open  to 
sufferers,  pharmacists  and  other 
health  workers,  produces  infor- 
mation leaflets,  posters  and  clin- 
ical research  summaries. 

A  telephone  advice  line  on 
0151  228  1992  is  open  from  Mon- 


day to  Friday  (9.00am-5.00pm)  or 
can  be  accessed  via  the  Internet 
on  It  ttp://www.juvela.  co.  vk. 

Professor  Paul  Ciclitira,  a  gas- 
troenterologist  from  St  Thomas' 
Hospital,  London,  and  a  panel 
member  on  the  advice  line,  says 
that  every  diagnosed  case  of 
coeliac  disease  is  matched  by 
four  that  go  undiscovered.  Left 
untreated  this  often  leads  to  an 


increased  risk  of  bowel  cancer. 

He  adds  that  coeliac  disease  is 
also  no  longer  confined  to  child- 
hood but  is  being  increasingly 
diagnosed  in  adults,  particularly 
between  the  ages  of  30  and  40. 
"Diagnosing  coeliac  disease  in 
adults  can  be  a  prolonged 
process.  The  disease  is  confused 
with  other  conditions,  such  as 
irritable  bowel  syndrome." 


Testing  for  H pylori  , 
and  drugs  of  abuse 


Diagnostic  Testing  has  launched 
two  diagnostic  devices  for  use  in 
the  community,  one  for  screening 
Helicobacter  pylori  and  the  other 
for  drugs  of  abuse. 

Accumeter  detects  H  pylori 
antibodies  in  whole  blood  in  one 
simple  step.  Drops  of  blood  from 
a  fingerprick  are  added  to  a  sin- 
gle-use test  cassette.  A  result  is 
given  within  ten  minutes. 

The  device  is  suitable  for  use  in 
the  pharmacy  and  GPs'  surgeries. 
Each  test  cassette  retails  at  S9.50. 
Lancets  and  sampling  capillaries 
are  provided  free,  as  is  educa- 
tional and  POS  material.  The 
company  is  targeting  pharmacies 
through  direct  mail  and  plans  to 
distribute  the  test  through  phar- 
macy wholesalers. 

Diagnostic  Testing  has  also 
introduced  First  Check,  a  device 
for  screening  drugs  of  abuse  in 
urine,  including  cannabinoids, 
opiates,  barbiturates  and  amphet- 
amines. Results  are  obtained 
within  three  minutes.  Each  test 
costs  £2.50,  or  £10  for  a  panel 
screening  for  a  combination  of 
four  drugs. 

Diagnostics  Testing  Ltd. 
Tel:  01284  765890. 
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Some 
take  more  care 

of  their  glasses 

than  their  eyes. 


Unfortunately,  one  problem  no  pair  of  glasses  can  correct  is  Age-related  Macular 
Degeneration  (AMD),  the  most  common  cause  of  irreversible  vision  loss  in  the  elderly 
jof  the  western  world.1 

However,  there  may  be  evidence  that  antioxidant  vitamin  and  mineral  supplements 
can  actually  slow  the  progression  of  AMD.-'  That's  why  a  leading  global  eye  care  company, 
Store,  has  developed  Ocuvite™. 

With  antioxidant  vitamins  A.  C  and  E,  as  well  as  selenium  and  zinc,  Ocuvite™  contains 
essential  nutrients  that  help  maintain  ocular  health. 

So,  to  help  ensure  your  customers  keep  their  eyes  healthy,  use  foresight  • 
recommend  Ocuvite™. 


xtorz 


Storz  Ophthalmics,  154  Fareham  Road,  Oospore  Hants,  P013  HAS 
References  1  Age-Related  Macular  Degeneration  Stud)'  Group  J  Am  OptomAssoc  1997:67  l2-29.2Tso.MOM  Ophttalmologj  1985;92  62W35 


For  sight 


Multivitamin  &  Mineral  Supplement 


Itefei 


Organics  roots  for  shine  with 
£20m  backing 


Elida  Faberge  has 
relaunched  the  Organics 
shampoo  and  conditioner 
range  with  an  emphasis 
on  shine,  and  is  backing 
it  with  a  S20  million 
promotional  spend. 

New  Organics,  which 
will  be  available  from 
the  end  of  March,  has  an 
improved  root- 
nourishing  formula, 
Advanced  Glucasil 
Complex,  which  helps  to 
develop  the  structure  for 
shiny  hair,  says  the 
company. 

The  conditioner  range 
has  been  extended  to 
include  Intensive  Shine 
Conditioner  Sachet 
(25ml,  £0.99)  and 
Intensive  Shine 
Conditioner  Tube 
(150ml,  £3.65). 

Of  the  total  marketing 


spend,  £15m  will 
go  on 

advertising 
alone, 
featuring 
celebrity 
hairdresser 
Denise 
Macadam  - 
television 
ads  break 
in  May; 
national 
press  and 
women's 
mag- 
azines in  June.  In 
addition,  there  will  be  a 
ten  million  household 
sampling  initiative  and  a 
national  'third-off  price 
promotion. 
Comprehensive  POS 
material  is  being 
supplied  to  retailers. 
Organics  shampoo 


It's  a  natural  for  men  from  Weleda 


Weleda  has  launched  a 
natural,  cruelty-free 
toiletry  range  for  men. 

The  products  include 
aftershave  lotion,  which 
owes  its  yellow  colour  to 
myrhh  and  golden  witch 
hazel.  Both  ingredients 
have  mild  antiseptic 
properties  to  cleanse 
minor  nicks  or 
blemishes. 

Also  in  the  range  is  an 
eau  de  cologne, 
aftershave  balm  and 
shaving  cream  (£3.95, 
75ml),  which  is  suitable 
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for  sensitive  skin. 

All  the  fragrance 
products  retail  at  £8.95 
for  100ml. 

Packaging  is  in  classic 
square  bottles  designed 
to  appeal  to  a  wide  age 
range. 

A  special  introductory 
trade  parcel  containing 
six  of  each  product  costs 
£80.40  (usual  price 
£113.34).  Six  free  Weleda 
toiletry  bags  are  also 
included. 
Weleda  (UK)  Ltd. 
Tel:  0115  9448200. 


currently  holds  a 
9  per  cent  value  share  of 
the  total  shampoo 
market  and  the 
conditioner  7  per  cent  of 
the  conditioner  market. 
Elida  Faberge. 
Tel:  0181  481  6000. 

Sweet  talk  over 
breakfast 

Hermesetas  is  back  on  TV 
for  the  first  time  in  three 
years. 

A  new  20-second 
commercial,  called 
'Breakfast',  has  just 
broken  on  Carlton 
Television  and  is  running 
for  three  weeks. 

It  has  an  atmospheric 
Mediterranean  feel  and 
targets  women  who  are 
not  prepared  to  sacrifice 
busy  lifestyles  to  diet 
rigorously. 

A  heavyweight  press 
campaign  will  run 
throughout  the  year  in 
leading  consumer 
magazines. 
Hermes  Sweeteners. 
Tel:  0171  836  3927. 


Bathing  in  paradise  with  Cacharel 


A  new  bath  and  body 
product  line  is  being 
launched  in  the  Eau 
d'Eden  range  by  Parfums 
Cacharel. 

Available  from  May  12, 
the  collection  includes 
Body  Lotion  of  Paradise, 
Bath  and  Shower  Gel  of 
Paradise,  Soap  of 
Paradise  and 
Alcohol  Free  Body 


Mist  of  Paradise. 

Retail  prices  range 
from  £11.00  for  100g  soap 
to  £26.00  for  100ml  body 
mist. 

A  new  press 
advertising  campaign  for 
Eau  d'Eden  will  be 
launched  worldwide  in 
April. 

Prestige  &  Collections  Ltd. 
Tel:  0181  979  6699. 


A  new  way  to  wear  Satin  on  TV 


A  major  TV  campaign  for 
Tampax  Satin  breaks  on 
March  24  on  ITV. 

Under  the  banner  A 
new  way  to  wear  satin',  it 
heralds  a  different 
approac  h  by  Tambrands. 
The  advertising  has  been 
developed  to  reflect  the 
attitudes  and  thinking  of 
women.  The  commercial 
features  'real  women'  to 
convey  the  brand's  key 


messages  of  comfort, 
quality  and  discreet 
protection.  The  first 
advertisement  will  be 
followed  by  a  three- 
month  campaign  of  30- 
second  ads.  A  print 
campaign  in  leading 
women's  magazines  wil 
appear  from  May 
onwards. 
Tambrands  Ltd. 
Tel:  01 705  442000. 


Fresh  V  sensuous  fragrance  from  Calvin  Klein 


Calvin  Klein  is  launching 
cK  be  into  the  UK. 

Fresh  yet  sensuous, 
the  fragrance  has  clean 
top  notes  of  bergamot, 
juniper  berry,  mandarin, 
mint  and  lavender. 
Middle  notes  are  a  fresh 


blend  of  light  spices  and 
bottom  notes  are 
sandalwood  with  the 
warmth  of  opoponax  and 
tonka  bean. 

The  range  includes  two 
sizes  of  eau  de  toilette 
( 100ml,  200ml),  body 


wash,  skin  moisturiser, 
talc,  deodorant  and  soap. 

Minimal  exterior 
packaging  is  made  of  100 
per  cent  recycled  fibres. 
Calvin  Klein  Cosmetics 
(UK)  Ltd. 

Tel:  0171  6299643. 
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Pharmacists  turn  I 
£s  into  lbs  * 


£60,000  raised 


Last  June,  Calpol  and  BLISS,  Britain's  leading 
special  care  baby  charity  joined  forces  to  raise 
money  for  much  needed  baby  care  equipment. 

Thanks  to  the  involvement  of  4,000  pharmacists 
in  the  UK  and  endorsement  by  the  NPA,  Calpol 
are  pleased  to  announce  that  the  campaign  has 
raised  an  impressive  £60,000. 

This  figure  could  never  have  been  achieved 
without  your  support  and  donations  from  your 
customers. 


°rlb  A?? 

Calpol 


As  two  thirds  of  equipment  in  Britain's  260 
special  care  baby  units  is  donated  by  charities 
such  as  BLISS  -  who  currently  have  requests 
totalling  £1 .2  million  for  equipment  -  the  money 
raised  will  be  immediately  allocated  to  satisfy 
many  of  the  priority  requests  of  the  charity. 

Babies  like  Alistair,  pictured  in  this  advertisement, 
who  weighed  only  1  lb  8  oz  when  born  12  weeks 
prematurely,  will  truly  benefit  from  your 
involvement  and  generosity  -  thanks  again  for 
helping  turn  £s  into  lbs! 


BUSS  (BABY  LIFE  SUPPORT  SYSTEMS)  17-21  EMERALD  STREET,  LONDON  WC1N  3QL     REG  CHARITY  NO.  1002973      REG.  COMPANY  NO.  2609219 


WARISER 
LAMBERT 


COUNTERPOINTS 


Plain  Electrolade 

Eastern  Pharmaceuticals 
has  added  a  plain  variant 
to  its  Electrolade  oral 
rehydration  range. 
Electrolade  Plain  is 
available  in  six-sachet 
packs  retailing  at  £2.35 
(basic  NHS  price  £1.33). 
Eastern  Pharmaceuticals 
Ltd. 

Tel:  0181  569  8174. 


Spring  offer 


From  April,  Santo 
Products  will  be  offering 
a  free  jar  of  Moisturising 
Cream  for  nails  and 

cuticles  with  every  30ml 
jar  of  Pretty  Quik  nail 
varnish  remover 
purchased.  The  promotion 
will  run  while  stocks  last. 
Santo  Products  Ltd. 
Tel:  0181  952  0668. 

Supplement  guide 

Quest  Vitamins  has 
introduced  a  new  1997 
guide  to  supplements.  It 
takes  a  new  customer 
benefits'  approach, 
including  five  lifestyle 
sections.  The  guide  is 
available  through 
wholesalers  and  from  the 
Quest  salesforce. 
Quest  Vitamins  Ltd. 
Tel:  0121  359  0056. 

Free  ordering 

Dent-Q-Care  has 
introduced  a  Freefone 
order  line  telephone 
number  for  its  specialised 
oral  hygiene  products: 
0800  9801517. 
Dent-O-Care  Ltd. 
Tel:  0181  459  7550. 

Distribution  change 

Mosi-guard  Natural  insect 
repellent  is  now  solely 
distributed  by  its 
manufacturer,  Mosi-guard 
International.  Robinson 
Healthcare  no  longer 
handles  the  distribution  of 
this  product. 

Mosi-guard  International 
Ltd. 

Tel:  0113  239 1702. 

Extra  value 

Healthilife  is  running  an 
extra  value  promotion  for 
nine  of  its  top-selling 
larger-size  packs  of 
vitamins  and  dietary 
supplements.  Free  point  of 
sale  material  is  available 
for  ail  participating 
retailers. 
Healthilife  Ltd. 
Tel:  01274  595021. 


Baby  rice  leads  way 
to  packet  meals 


Cow  &  Gate  has  given  a 
new  look  to  its  Pure 
Baby  Rice  packs. 

The  packs  now  have  a 
more  modern  image  and 
increased  shelf  impact. 
Dietary  facts  appear'  on 
the  front,  making  it 
easier  for  patents  to  see 
that  the  product  is 
gluten-,  milk-  and 
sugar-free. 

The  redesign  aligns 
Pure  Baby  Rice  with  the 
First  Tastes  Packet 
Meals. 

The  company  hopes 
this  will  aid  consumers' 
smooth  progression  to 
the  rest  of  the  range, 
increasing  customer 


Drug-free  patch 
pain 


pure 
BabyRiCe 


loyalty  for  the 
retailer. 

Cow  &  Gate  Nutricia  Ltd. 
Tel:  01225  768381. 


Stugeron  plans  to  do  the  business 


The  Stugeron  travel 
sickness  tablet  has  been 
relaunched  to  extend  its 
appeal  outside  the 
holiday  season. 

Stylish  new  packaging 
is  designed  with  an 
executive  image  to 
appeal  to  business 
travellers,  as  well  as 
families. 

The  product  is 
formulated  to  help  stop 
nausea  and  vomiting,  and 


to  prevent  unpleasant 
associated  symptoms 
like  bloating,  flatulence, 
headaches,  flushing, 
sweating  and  distress. 

The  new  pack  (rsp 
S1.99  for  15  tablets)  will 
be  phased  into 
pharmacies  during  April 
and  May. 

Johnson  &  Johnson  MSD 
Consumer 
Pharmaceuticals. 
Tel:  01494  450778. 


Babysafe's  shake,  rattle  V  roll 


Cannon  Babysafe  has 
added  new  rattles  and 
bibs  to  its  Safari  range. 

Brightly-coloured 
Playtime  Rattles  (£2.99) 
come  in  two  styles, 
which  are  designed  to  be 
safe  and  easy  to  hold. 
Both  are  blister-packed 
on  a  card  with  the  Safari 
graphics  and  carry  the  CE 
mark. 

Mew  for  mealtimes  are 


a  small  tie  bib  with  PVC 
backing  and  a  pull-on  bib 
with  an  elasticated  neck 
for  older  babies. 

Both  feature  the  animal 
graphics  featured  on 
other  Safari  feeding 
accessories.  Retail  prices 
are  £1.99  for  pack  of  three 
tie  bibs,  £2.25  for  the  pull- 
on  bib. 

Cannon  Rubber  Ltd. 
Tel:  01 787  267000. 


Acumed  is  a  new  drug- 
free  patch  for  treating 
muscle  or  joint  pain. 

It  comprises  a  self- 
adhesive  plaster 
containing  high-purity 
zinc  and  copper  in  a 
magnetic  field. 

The  product  claims  to 
work  by  using 
electromagnetic  fields  on 
acupuncture  points.  The 
patch  emits  tiny  energy 
fields  which  have  a 
soothing  effect  and 
stimulate  the  natural 
body  mechanism  to  act 
on  pain. 

Each  pack  contains 
eight  patches,  which  is 
sufficient  for  two  months' 
treatment.  It  takes  five 
days  to  reach  full 
efficiency. 

Suitable  for  sensitive 
skins,  it  must  not  be  used 
with  a  pacemaker,  when 
pregnant,  on  open 
wounds  or  if  irritation 
occurs. 

Bioclinique  Ltd. 
Tel:  01 789  450304. 


Confidence  loss 

Wella  is  to  discontinue  its 
Colour  Confidence  range 
and  concentrate  instead 
on  its  new  permanent 
colour  range  -  Viva  Colour. 
Wella  Great  Britain. 
Tel:  01 256  20202. 

Tentations ... 

...  is  a  new  fragrance  from 
Paloma  Picasso  Parfums. 
It  will  be  available  to 
pharmacists  from 
September. 

Prestige  &  Collections. 
Tel:  0181  979  6699. 

Holiday  prizes 

Arkopharma  is  running  a 
competition  for 
pharmacy  assistants.  It  is 
designed  to  help  increase 
awareness  of 
phytotherapy. 

Prizes  include  a 
weekend  break  in  Paris 
for  two,  a  weekend  break 
in  the  UK  for  two  and  a 
case  of  six  bottles  of 
French  white  wine. 
Arkopharma  (UK)  Ltd. 
Tel:  0181  7631414. 


ON  TV  NEXT  WEEK 


Head  &  Shoulders:  All  areas 


Johnson's  Baby  shampoo:  All  areas 


L'Oreal  Cosmetics  -  Colour  Endure:  All  areas  

L'Oreal  Elvive  Revitalising  shampoo:  All  areas  

L'Oreal  Recital  Preference:  All  areas  

New  Clearblue:  All  areas  except  U,  S4C,  C4  

New  Radian  B  Ibuprofen  Gel:  All  areas  except  LWT,  CAR 
Nicorette:  STV,  B,  G,  C,  A,  M,  LWT,  CAR,  C4,  GMTV,  Sat 

Nutralia:  All  areas  

Nytol:  All  areas  

Pantene:  All  areas  except  GMTV  

Pepcid  AC:  G,TT  

Regaine:  A,  M,  LWT,  C4  

Rennie  Rap-eze:  GMTV,  Sat  

Sensodyne  toothpaste:  All  areas  including  Sat  

Setlers  Antacid:  C  

Setlers  Wind-eze:  All  areas  except  C  

Toepedo:  Y,  TT  

Wash  &  Go:  All  areas  

Wella  Experience:  All  areas  

Wilkinson  Sword's  FX  Performer:  All  areas 


GTV  Grampian,  B  Border,  BSkyB  British  Sky  Broadcasting, 
C  Central,  CTV  Channel  Islands,  LWT  London  Weekend, 
C4  Channel  4,  U  Ulster,  G  Granada,  A  Anglia,  CAR  Carlton, 
GMTV  Breakfast  Television,  STV  Scotland  (central), 
Y  Yorkshire,  HTV  Wales  &  West,  M  Meridian,  TT  Tyne  Tees, 
W  Westcountry 
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p   M    y  Carbomer  940 

Tears 


Sustained  relief  from  Dry  Eye  with 
just  3-4  drops  a  day 


Carbomer  940^ 

Tears  -  a  new 

gel-based  artificial  tear 
-  the  enhanced 
viscosity  of  gels  provides  a 
contact  time  of  up  to  7  times  that 
of  PVA  artificial  tears . 


Comparative  augmentation  of  Tear  Break-Up  Time2 


Break-up  Time  -  Seconds 


GelTears 

artificial  tears 


I 


30         60  120 


240  300  360 
Elapsed  Time  -  Minutes 


ABRIDGED  PRESCRIBING  INFORMATION 

Presentation:  Clear,  colourless  gel  containing  0.2%  w/w  Carbomei  940  with 
benzalkonium  chloride  0.01%  w/w  as  preservative.  Uses:  Substitution  of  tear  fluid  m 
the  management  of  dry  eye  conditions  and  in  unstable  tear  film 
Dosage  and  Administration:  Adults  (including  the  elderly)  and  childn  n  I  Ine 
drop  instilled  into  the  conjunctival  fold  of  each  affected  eve  3-4  times  daily  or  as 
required,  depending  on  the  degree  of  discomfort  Contra-indications:  Patients  with 
known  hypersensitivity  to  any  component  of  the  preparation 
Special  Warnings  and  Precautions  for  Use:  Contact  lenses  should  In-  removed 
during  treatment  with  GelTears.  Side  Effects:  Corneal  irritation  may  occur  with 
prolonged  use  Transient  blurring  of  vision  mi  instillation  Drug  Interactions:  No 
significant  interactions  have  been  reported  Pregnancy  &  Lactation:  Safety  fur  use  in 
pregnancy  and  lactation  has  nol  been  established  Product  Licence  No.:  PL0033  oi  19 
Marketing  Authorisation  Holder:  Chauvin  Pharmaceuticals  Ltd.  Ashton  Road. 
Harold  Hill,  Romford,  Essex  RM3  8SL  Basic  NHS  Price:  £2  DO  Legal  Category:  P 
Date  of  Preparation:  August  1996 

Reference:  1  Marquardt  R,  Christ  Th  ( 1986)  Corneal  Contact  Time  of  Artificial  Tear  Solutions 
Klin  Mb!  Augenheilk  189  254-257 

2  Mencucci  R  el  at  1 1988)  Dry  Eye  Syndrome;  a  New  Eye  rid  Treatment 
Annali  di  Ottalmologica  t  clinica  oculista  119  (12)  1313-1324 
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Patients  get  the  advantages  of  a  gel 
You  get  an  enhanced  margin* 


f|g>  CHAUVIN 

PHARMACEUTICALS 


Chauvin  Pharmaceuticals  Ltd 

Ashton  Road.  Harold  Hill.  Romford, 
Essex,  RMS  SSL 

Tel:  01708  383838  Fax:  01708  371316 


'compared  with  alternative  therapies1 


Feldene"  P  for^ 
ointing,  Penetrating 
d  Powering  away 
the  Pain. 


Feldene  Gel  is  now  available  OTC  as  prescription  strength  Feldene  P  Gel. 
Applied  directly  to  arthritic  joints,  it  penetrates  into  the  joint  without 
high  plasma  levels.^  Nothing  you  can  sell  is  more  effective  for  the  pain  of 
mild  arthritis.^ 


Feldene  P  Gel  provides  lasting  pain  relict4  in  mild  arthritis  and  rheumatism 
as  well  as  reducing  the  inflammation. 


Of  course,  there  was  a  time  when  the  concept  of  a  topical  NSAID  with  this 
degree  of  efficacy  would  have  met  with  a  matching  degree  ot  sceptic  ism. 

However,  Feldene  P  Gel  is  proven  to  penetrate  to  the  deeper  areas  ot  muse  le 
tissue,  synovial  membrane  and  synovial  fluid  in  osteoarthritic  joints.1 

Your  customers  will  find  this  clear,  odourless  gel  easy  to  apply  and  ettec  tive. 


Feldene  P  for  Profits. 


We're  putting  a  comprehensive  support  package  behind  the  OTC  launch, 
including  a  £1 .5  million  nationwide  TV  campaign  this  summer. 

And  to  boost  further  trial,  there'll  be  a  7.5g  tube  available  at  launc  h 
retailing  at  £1 .1  5.  See  your  Pfizer  Consumer  Healthcare  Territory  Manager 
or  call  01  304  61  5936  for  further  information. 


PRESCRIPTION  STRENGTH 


PIROXICAM 


Feldene  p  Gel 

REDUCES  INFLAMMATION.  LASTING  PAIN  RELIEF 
FOR  MILD  ARTHRITIS  AND  RHEUMATISM 


Contains  Piroxicam 


References 

'  Percutaneous  Pharmacokinetics  of  Piroxicam 

Wildfeuer  A  et  al.  Medwelt,  1992,  43:  437-442  (Translation) 
2  A  double-blind  evaluation  of  topical  Piroxicam  gel  with  oral  ibuprofen  in  osteoarthritis  of  the  knee 

Dickson  D|.  Curr  Ther  Res,  1991,  49:  199-207 
'  Reducing  the  Dose  of  Oral  NSAIDs  by  use  of  Feldene  Gel 

Browning  RC,  lohnson  K,  Adv  Ther,  1l)()4,  11:  1l)8-207 
^  Piroxicam  0.5''.>  topical  gel  compared  to  placebo  in  the  treatment  of  acute  soft  tissue  injuries 

Russell  AL,  Clin.  Invest.  Med. ,1990  14:  I  pp  35-43 


Feldene  P  Gel  -  Product  Information: 

Presentation:  Clear  gel  containing  5mg  piroxicam  in  eac  h  gram  Indications:  An  external,  topical,  non-steroidal  anti-inflammatory  and  analgesic 
tor  the  relief  of  the  pain  of  rheumatism  and  the  pain  of  mild  arthritic  conditions,  muscular  aches,  pains  and  swellings  such  as  strains,  sprains  and 
sports  injuries.  Dosage:  Adults  and  children  aged  12  years  and  over:  apply  Ig  of  gel  (about  icm  or  1  '/4  "  of  gelt  and  rub  into  the  affected  site  three 
or  four  times  daily  for  up  to  7  days,  leaving  no  residual  material  on  the  skin  Use  in  children:  not  recommended  lor  use  in  c  hildren  under  1 2  years 
of  age.  Use  in  the  elderly:  no  special  precautions  are  required.  Contra-indications:  hypersensitivity  to  the  gel  or  piroxicam  Feldene  P  Gel  should 
not  be  given  to  people  in  whom  aspirin  or  other  NSAIDs  induce  the  symptoms  of  asthma,  nasal  polyps,  angioneurotic  oedema  or  urticaria. 
Warnings:  If  local  irritation  develops  discontinue  use.  Keep  away  from  the  eyes  and  mucosal  surtaces  Do  not  apply  to  surfaces  affected  bv  open 
skin  lesions,  dermatoses  or  infection.  Do  not  use  Feldene  P  Gel  with  occlusive  dressings  Drug  interactions:  nunc  known  Use  in  pregnancy  and 
lactation:  not  recommended.  Side  effects:  Feldene  P  Gel  is  well  tolerated.  Mild  to  moderate  irritation.  ei\  thema,  pruntis  and  dermatitis  ma)  occur 
at  tiie  application  site.  In  common  with  topical  NSAIDs.  systemic  reactions  occur  infrequently,  including  nausea  and  dyspepsia,  rare  reports  of 
abdominal  pain  and  gastritis  and  isolated  reports  ot  bronchi  ispasm  and  cKspnoea  Pharmaceutical  precautions:  store  below  t> 1  <  legal  category: 
[Pi  Package  quantity  and  cost  price:  SOg  tube,  £2  465  (MA  00057  0408)  Product  Licence  Holder:  Pfizer  Consumer  Healthcare.  VVilsom  Road. 
Alton,  Hampshire  GU34  2TI   Telephone:  01  !04  til  59  !6    Date  of  preparation:  lanuary  1997. 


Consumer  Healthcare 

Pfizer  Consumer  Healthcare  Alton  Hants  GU34  2TJ 


NATURAL  PEPPERMINT  OIL 


IN  A  SUSTAINED  RELEASE 
FORMULATION  TO 


GET  TO  THE  PROBLEM  WHERE 
IT  WORKS  IN  TWO  WAYS 


TO  RELIEVE  SYMPTOMS 


Benefit  from  the  dual  action  approac 
to  Irritable  Bowel  Syndrome 


Benefits  for  your  Customers 

If  your  customers  suffer  from  the  distressing  symptoms  of 
Irritable  Bowel  Syndrome  (IBS),  illustrated  above,  you  can 
easily  do  something  about  it  by  recommending  Colpermin,  one 
of  the  most  widely  prescribed  and  effective  treatments  for  IBS. 

Natural  Peppermint  Oil 

Colpermin  contains  natural  peppermint  oil,  clinically  proven  to 
relieve  the  symptoms  of  IBS.  An  enteric  coating  Combined  with  a 
sustained  release  formulation  delivers  relief  directly  to  where 
it's  needed  most. 

Dual  Action  Relief  from  IBS 

1.  Colpermin  relaxes  the  muscle  in  the 
bowel  wall  to  relieve  painful  spasms. 

2.  Colpermin  disperses  the  pockets  of 
trapped  gas  to  relieve  bloating. 


Colpermin 

JL         0.2ML  PEPPERMINT  OIL  BP 


By  alleviating  the  symptoms  of  IBS,  Colpermin  helps  you 
customers  to  carry  on  with  their  lives. 

Benefits  for  your  Pharmacy 

Colpermin  is  good  for  business 
too.  As  well  as  the  huge  potential 
of  the  market  -  millions  suffer 


from  the  symptoms  of  IBS  -  you 
can  also  benefit  from  generous 
discounts.  Ask  your  Colpermin 
sales  rep  for  more  information, 
or  ring  the  Pharmacia  &  Upjohn 
telesales  team  on  0800.  801  454. 


Relieves  the  painful  spasm  and 
bloating  of  Irritable  Bowel  Syndrome. 


Relieves  the  painful  spasm  and  bloating  of  Irritable  Bowel  Syndrome 


Product 
information 

Presentation:  A  light  blue/dark  blue 
enteric-coated  capsule  with  a  blue  band 
between  the  cap  and  body.  Each  capsule 
contains  a  sustained  release  gel  of  0.2ml 
peppermint  oil  B.P 

Uses:  For  the  treatment  of  symptoms 
of  discomfort  and  of  abdominal  colic  and 
distension  experienced  by  patients  with 
irritable  bowel  syndrome.  Also  for  the 
treatment  of  intestinal  spasm  secondary 
to  other  gastrointestinal  disorders  e.g. 
diverticular  disease. 

Dosage  and  Administration:  Adult 
dose  1-2  capsules  three  times  a  day, 
30  minutes  to  one  hour  before  food, 
taken  with  a  small  quantity  of  water. 
The  capsules  should  not  be  taken 
immediately  after  food.  The  capsules 
should  be  taken  until  symptoms  resolve, 
usually  within  one  or  two  weeks 

Contra-indications,  Warnings  and 
Precautions:  The  capsules  should 
not  be  broken  or  chewed  because 
this  would  release  the  peppermint  oil 
prematurely,  possibly  causing  local 
irritation  of  the  mouth  or  oesophagus. 
Patients  who  already  suffer  from 
heartburn  sometimes  experience  an 
ixacerbation  of  these  symptoms  when 
taking  the  capsule.  Treatment  should  be 
discontinued  in  these  patients.  Do  not 
ake  indigestion  remedies  at  the  same 
:ime  of  day  as  this  treatment. 
OLPERMIN  should  not  be  used  in 
oregnancy  unless  directed  by  a  doctor. 
Adverse  effects:  Heartburn,  perianal 
ritation,  sensitivity  reactions  to 
lenthol,  which  are  rare  and  include 
rythematous  skin  rash,  headache, 
radycardia.  muscle  tremor  and  ataxia, 
lo  not  use  on  patients  who  are  allergic 
:  peanuts  or  peanut  oil. 

harmaceutical  Precautions:  Store 
a  cool  place.  Avoid  direct  sunlight. 

egal  Category:  GSL  (Pharmacy  only) 
roduct  Licence  No  PL  0032/021 8 

Iroduct  Licence  Holder:  Pharmacia  & 
Ipjohn  Ltd.  Packs  of  20  capsules,  trade 
lice  £2.75.  RSP  £4  85  (£4.13  exc.  VAT) 
plpermin  is  a  Trade  Mark. 

ate  of  Preparation:  January  1997 


blpermin 

jarmacia  &  Upjohn  Ltd,  Davy  Avenue, 
Iton  Keynes,  MK5  8PH  U  K 
01908  661101. 


C&D  has  joined  forces        i;ii,i,.s  ami  charts  i..  help  Uk 


with  Market  Tracking 
Internationa!  to  produce 
a  definitive  market 
report  on  OTC  medicines 
in  the  UK 


I  he  new  'C&D  OTC  Health- 
are  Report  1997'  is  a 


T 

I    definitive  guide  to  the  UK 

I  over  the  counter  pharma- 
ceuticals  market,  featur- 
ing background  information, 
market  analysis,  product  sector 
and  company  reports. 

It  combines  in-depth  pharma- 
ceutical knowledge  from  the 
C&D  team  with  statistical  exper- 
tise from  Market  Tracking  Inter- 
national, a  leading  market 
research  organisation  specialis- 
ing in  the  healthcare  field. 

The    report    has  statistical 


reader  analyse  information  eas- 
ily, and  it  includes  an  executive 
summary  section  for  readers 
requiring  a  quick  overview. 

The  'OTC  Healthcare  Report' 
examines  a  number  of  market  ing 
features  in  detail:  total  market 
size  and  trends,  distribution  pat- 
terns and  trends,  and  European 
( )T< '  pharmaceutical  retailing 
patterns. 

There  is  also  a  review  of  price 
moves  by  product  category  and  a 
market  forecast  to  2000,  which 
looks  at  the  future  of  the  OTC 
market. 

Topical  background 

This  is  supported  by  pharmaceu- 
tical background  on  topics  that 
would  be  of  interest  to  both  phar- 
macists and  manufacturers,  in- 
cluding the  saga  behind  Resale 
Price  Maintenance  -  perhaps  the 


Did  you  know? 


•  The  pharmaceutical  industry  spent  £164.5  million  on  advertising  in 
1995,  an  increase  of  only  0.9  per  cent  on  the  previous  year,  and  a  fall  in 
real  terms  of  2.5  per  cent.  The  weakness  of  domestic  demand  led  to 
flat  volume  growth  for  OTC  products  in  1995  and  a  consequent 
slowing  of  growth  in  advertising  budgets. 

•  The  Proprietary  Association  of  Great  Britain  estimated  that  the  total 
value  of  the  OTC  pharmaceutical  market  was£1 ,241m  in  1995,  an 
increase  of  4.7  per  cent  (1.3  per  cent  in  real  terms)  on  the  previous 
year. 

•  The  OTC  market  has  grown  faster  than  both  gross  domestic  product 
and  consumer  spending  in  the  1990s.  However,  in  1995,  sales  of  OTC 
products  slowed  to  the  same  level  of  growth  experienced  by  the  two 
economic  variables.  The  OTC  market  appears  to  be,  at  least  to  some 
extent,  'recession-proof,  although  part  of  the  reason  that  it  performed 
relatively  well  in  the  early  1990s  was  the  increased  number  of  POM  to 
P  switches. 

•  Two-thirds  of  OTC  sales  are  accounted  for  by  the  big  four  product 
sectors  -  coughs,  colds  and  sore  throats;  oral  analgesics;  vitamins, 
minerals  and  food  supplements;  and  skin  care. 

•  The  combined  cough,  cold  and  sore  throat  market  was  worth 
£251.3m  in  1995,  accounting  for  20  per  cent  of  all  OTC  sales.  The  top- 
selling  cough  liquid  is  Benylin,  and  Strepsils  is  the  best-selling  sore 
throat  brand,  excluding  medicated  confectionery.  Lemsip  is  the 
number  one  cold  treatment,  and  Sudafed  is  the  top  decongestant. 

•  The  largest  consumers  of  OTC  products  were  Germany  and  France, 
which  accountfor  more  than  half  of  the  non-prescription  market  in 
Europe.  Per  person,  the  biggest  spender  was  Switzerland,  where  the 
per  capita  outlay  was  more  than  double  the  European  average  and 
almost  ten  times  greater  than  that  of  the  Portuguese.  This  wide 
disparity  confirms  the  strong  relationship  between  per  capita  wealth 
and  drug  expenditure. 

•  The  OTC  market  is  expected  to  grow  in  real  terms  at  an  average 
annual  rate  of  3.6  per  cent  for  the  rest  of  the  decade.  This  would  give 
the  market  a  value  at  1995  prices  of  £1 ,484m  by  2000. 

•  The  product  sectors  likely  to  expand  most  quickly  in  the  late  1990s 
are  sleeping  and  calming  products,  pregnancy  testing  kits  and 
gynaecological  products.  It  is  anticipated  that  the  value  of  two 
sectors  -  worm  treatments  and  smoking  cessation  -  will  decline  in 
real  terms  to  the  end  of  the  decade. 


mosl  pressing  issue  for  the  phai 
macy  market  current ly. 

Asda's  campaign  against  RI'M 
has  had  manufacturers,  pharma- 
ceutical bodies  and  pharmacists 
up  in  anus  defending  then  pi  isi- 
i  ion  over  the  ]  irice-fixing  of  drug 
sales. 

In  April,  1996,  the  Labour  Party 
pledged  lo  support  RI'M  after 
being  told  of  the  likely  threat  lo 
community  pharmacists  if  it  w  as 
abolished. 

If  the  (  Mlice  of  Fair  Trading 
does  recommend  abolition,  the 
outcome  could  be  a  supermarket 
price  war.  The  losers  would  be 
pharmacy  multiples  and  inde- 
pendents. The  Community  Phar- 
macists Action  Group  has  pre- 
dicted that  2,000  pharmacies 
may  have  to  close. 

Other  relevant  subjects  com- 
ing under  the  report's  micro- 
scope include  POM  to  P  switch- 
ing, the  future  for  self-medica- 
tion, and  the  NHS  drugs  bill. 

In  the  future,  it  is  likely  that 
pharmacists  will  feel  the  nega- 
tive effects  of  medicine  decate- 
gorisation  in  the  form  of  P  to  GSL 
switches,  such  as  with  ibuprofen 
and  clotrimazole,  the  report  says. 

Ciba  and  Dendron,  for  exam- 
ple, backtracked  on  plans  to 
launch  GSL  versions  of  ibupro- 
fen following  pharmacy  protests, 
but  Crookes  still  plans  to  intro- 
duce a  GSL  pack.  The  situation 
remains  in  the  balance,  but,  with 
the  prospect  of  further  swatches, 
the  pressure  will  mounl 

The  profiles  of  28  products 
sectors,  including  cough  treat- 
ments and  oral  analgesics,  are 
covered,  in  addition  to  less  obvi- 
ous ones,  such  as  depilatories 
and  foot  care. 

Market  background,  size  and 
trends  are  touched  upon  in  each, 
along  with  details  on  the  major 
brands,  advertising,  recent  devel- 
opments and  the  outlook  for  the 
sector. 

The  guide  provides  informa- 
tion on  corporations  involved  in 
the  OTC  market,  including  indi- 
vidual reports  on  25  leading  UK 
OTC  companies,  as  well  as  a  sec- 
tion on  the  role  of  drugstores  and 
grocery  multiples. 

'OTC  Healthcare  Report  1997' 
costs  S47-5  (cheques  payable  to 
Miller  Freeman  pic).  To  obtain  a 
copy  write  to  Elaine  Steel  at 
C&D,  Miller  Freeman  pic,  Miller 
Freeman  House.  Sovereign  Way. 
Tonbridge,  Kent  TN9  1RW. 
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BRM  to  limit  re-election 
to  the  EPS6B  Council? 


Members  of  the  Royal  Pharma- 
ceutical Society's  Council  may  be 
limited  in  the  number  of  consec- 
utive terms  they  sit  on  Council  if 
a  motion  before  the  Branch  Rep- 
resentatives Meeting  on  May  15 
is  adopted. 

Slough  Branch  is  calling  for 
Council  to  review  the  bye-laws, 
saying  that  it  feels  that  the  intro- 
duction of  new  blood  on  to  the 
Council  is  important. 

"This  is  impeded  where  long- 
established  members  of  Council 
retain  their  places  because  their 
past  position  gives  them  an 
advantage  over  new  applicants 
who  are  less  well  known,  but 
may  have  more  to  offer,"  the 
branch  argues. 

Details  of  the  26  motions  have 
been  sent  to  all  branch  secre- 
taries this  week.  The  motions  at 
this  year's  meeting  will  all  be 
debated:  last  year  submissions 
were  rationalised. 

Cardiff  Branch  is  calling  for  a 
review  of  the  Registration  Exam- 
ination. There  is  some  criticism 
of  the  exam  each  year,  says  the 
branch,  adding  that  comments 
from  recently-qualified  pharma- 
cists and  those  involved  with 
education  and  training  should  be 
sought  during  the  review. 

One  of  three  motions  from  the 
British  Pharmaceutical  Students 
Association  urges  the  Society  to 
work  towards  including  a  struc- 
tured clinical  test  into  the  regis- 
tration exam.  It  believes  the  suc- 
cess of  such  an  exam  in  the  hos- 
pital pre-registration  assessment 
"demonstrates  how  pharmacy 
could  use  a  more  rigorous  and 
objective  mechanism  for  assess- 
ing clinical  competency". 

The  BPSA  is  also  calling  for  a 


The  Drug  &  Therapeutics  Bul- 
letin has  launched  a  CD-ROM 
containing  all  its  articles  from 
January,  1993,  to  the  present. 

An  update  will  be  published 
twice  a  year,  in  March  and  Sep- 
tember, to  complement  the 
monthly  printed  version  of  the 
Bullet  hi. 

The  electronic  DTB  (eDTB) 
has  also  joined  up  with  the  elec- 
tronic British  National  Formu- 
lary (eBNF)  to  produce  a  com- 
bined CD-ROM.  This  allows 
users  to  jump  from  one  to  a  rele- 
vant section  in  the  other. 


Council  member  to  be  affiliated 
to  each  school  of  pharmacy,  and 
says  there  should  be  a  cen- 
tralised system  for  pre-registra- 
tion recruitment,  along  the  same 
lines  as  the  university  system, 
UCAS. 

Harrow  Branch  wants  the 
Society  to  take  the  lead  in  finding 
funding  for  postgraduation  train- 
ing of  community  pharmacists 
during  working  hours. 

Community  pharmacists  are 
forced  to  study  in  their  spare 
time,  unlike  colleagues  in  hospi- 
tal or  industry,  the  branch  says.  It 
wants  a  structured  postgraduate 
development  plan  of  at  least  four 
days'  training  a  year. 

Northumbrian  Branch  wants 
Council  to  develop  an  integrated 
continuing  professional  develop- 
ment strategy  for  all  the 
branches. 

South  West  Metropolitan 
Branch  wants  Society  inspectors 
to  provide  a  report  after  any  for- 
mal visit  to  a  pharmacy  -  for'  the 
benefit  of  the  pharmacist  in 
charge  and  the  superintendent. 

Other  motions  before  the 
BRM  call  for  the  Society  to: 

•  ensure  that  medicines  are 
supplied  in  their  safest  form  to 
the  public 

•  pay  the  branch  grant  in  two 
instalments  to  reflect  changes  in 
numbers  caused  by  newly-quali- 
fied pharmacists 

•  reappraise  the  wording  of 
some  statutory  label  statements 

•  see  that  the  reduced  registra- 
tion fee  concession  should 
expressly  refer  to  work  per- 
formed by  pharmacists  in  the 
course  of  their  duties 


The  DTB  has  planned  a  variety 
of  reports  for  1997,  including: 

•  riluzole  -  the  first  specific  drug 
tr  eatment  for  motor  neurone  dis- 
ease 

•  a  review  of  new  drugs  for  treat- 
ing herpes  infections 

•  safety,  efficacy  and  cost  bene- 
fits of  aspirin  formulations  for 
cardiovascular  prophylaxis 

•  ropinirole  for  the  treatment  of 
Parkinson's  disease 

•  new  drugs  for  HIV 

•  review  of  the  management  of 
glaucoma. 

Users  wishing  to  r  un  the  DTB 


The  branch  is  also  proposing  that 
branch  boundaries  should  be  co- 
terminus  with  those  of  health 
authorities. 

Hull  Branch  wants  to  see  sup- 
port given  to  a  wider  use  of  nurse 
prescribing.  It  is  also  calling  for 
the  Society  to  anticipate  the 
greater  demand  for  pharmacists 
in  the  extended  roles  envisaged 
in  the  'New  Age'  initiative. 

The  Society's  public  relations 
department  is  applauded  by  the 
Reading  Branch.  It  would  like  to 
see  more  "to  facilitate  its  change 
from  a  reactive  to  a  proactive 
marketing  department  for  the 
profession". 

Most  pharmacists  would  be 
willing  to  fund  any  expansion 
through  an  increase  in  the  reten- 
tion fee,  the  branch  believes. 

Bath  Branch  wants  to  see  a 
national  campaign  to  encourage 
the  public  to  use  the  same  phar- 
macy whenever  possible.  If  this 
is  not  feasible,  it  would  like  the 
patients  to  ensure  that  pharma- 
cists are  appraised  of  their  med- 
ical history. 

•  consider  the  effects  of  tem- 
perature fluctuations  on  medi- 
cine storage  in  the  light  of  the 
recent  hot  summers  and  make 
recommendations 

•  introduce  a  basic  course  in 
homoeopathy  for  pharmacists 
who  regularly  sell  or  advise  on 
such  medicines 

•  introduce  a  new,  enhanced 
membership  card 

•  oppose  the  formulation  of 
food  supplements  in  the  guise  of 
confectionery 

•  review  the  bye-laws  on  the 
election  of  fellows. 


and  BNF  on  CD-ROM  require  a 
486  PC  with  8mb  RAM  and  25mb 
hard  disk  space,  with  Windows 
3.1  or  higher. 

The  price  of  the  mont  hly  paper 
DTB,  twice  yearly  CD-ROM 
eDTB  and  eBNF  is  £80.  Cheaper 
combinations  are  available  of  the 
DTB  or  eDTB  on  its  own. 

Jan  Hamilton  from  the 
Natiorral  Pharmaceutical  Associ- 
ation says  that,  as  yet,  no  deal 
has  been  struck  for  the  elec- 
tronic DTB  to  be  available 
through  the  NPA.  Anyone  inter- 
ested should  phone  0645  830082. 


GP  writes  in  favour 
of  pharmacists 

A  GP  is  supporting  pharmacists' 
involvement  in  primary  care. 

In  a  letter  to  this  week's  GP 
magazine,  Dr  Steven  Ford  of  Hay- 
don  Bridge,  Northumberland, 
says  that  he  is  pressing  for  phar- 
macy to  be  fully  integrated  into 
primary  care. 

"Non-dispensing  colleagues  ... 
can  be  assured  that  patient  care  is 
wholly  transfor  med  for  the  better- 
by  being  able  to  provide  a  proper- 
coherent  service  establishment," 
he  says. 

He  believes  there  is  potential  to 
make  £5.5  billion  savings  from 
such  integration  during  the  life- 
time of  a  Government.  He  adds 
that  rural  pilots  would  be  the  eas- 
iest to  establish,  especially  in 
existing  dispensing  practices. 

Courts  end  Net 
Book  Agreement 

Medicines  remain  the  only  goods 
on  which  Resale  Price  Mainte- 
nance is  permitted  after  the 
Restrictive  Practices  Com!  for- 
mally ended  the  Net  Book  Agree- 
ment last  Thursday. 

Justice  Ferris  said  that  the 
Court  had  received  evidence  that 
the  prices  of  mass  market  paper  - 
backs had  increased  at  more  than 
twice  the  rate  of  inflation  in 
recent  years.  "This  occurred 
largely  during  the  time  when  the 
NBA  was  being  enforced.  It  is  an 
example  of  the  way  in  which  RPM 
can  fail  to  keep  down  prices." 

The  Community  Pharmacy 
Action  Group,  defending  the 
cause  of  RPM  on  medicines,  says 
the  Office  of  Fair  Trading  has  not 
yet  produced  any  evidence  for 
the  court  to  consider.  The  case 
was  expected  to  be  referred  to 
the  courts  in  April. 

Easter  request 

Patients  are  being  asked  to  pre- 
pare for  the  four-day  Easter  break 
by  the  British  Medical  Associa- 
tion in  its  'Enjoying  Easter'  cam- 
paign launched  on  Wednesday. 

The  BMA  aims  to  make  patients 
aware  that  most  GPs  will  not 
have  routine  services  over  the 
Easter  weekend.  "The  public 
should  make  sure  they  have 
home  remedies  handy  and  they 
should  check  their  prescript  iorrs 
so  they  don't  run  out,"  advises  the 
GMSC's  Dr  Simon  Fradd. 

The  campaign,  which  will  be 
publicised  with  posters  and 
leaflets,  was  to  be  launched  by 
health  secretary  Stephen  Dorrell. 
It  is  the  first  campaign  of  the  Doc- 
tor Patient  Partnership. 


D&TB  links  with  MP  on  CD-ROM 
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A  plump  48-year-old  man  is  complaining  about  his 
GP.  He's  been  told  he's  not  trying  hard  enough  with 
his  diet,  which  he's  been  on  for  weeks  now.  He's  got 
to  stop  smoking,  go  for  walks  and,  what's  worse,  go 
to  "so-called  lifestyle  clinics"  at  the  doctor's.  There's 
a  tablet  that'll  bring  down  his  cholesterol,  he  says. 
He  knows  this  because  his  son  got  something  off  the 
Internet  about  it.  It's  called  statin  and  it  cuts  your 
cholesterol  by  half.  Why  can't  he  just  take  this 
instead  of  doing  all  this  lifestyle  rubbish? 


Siamp 


Questions 

1  Is  he  right  about  the  statins? 

2  Would  treatment  solely  with 
statins,  with  no  other 
interventions,  be  acceptable? 

3  What  can  you  expect  diet  to 
achieve  and  how  long  should  it 
be  tried  before  admitting  defeat? 

4  Would  you  suggest  a  change 
in  other  drug  treatment? 

5  Would  you  suggest  anything 
else? 

Answers 

1  The  statins  can  reduce  LDL- 
cholesterol  by  as  much  as  35-45 
per  cent . 

2  No.  Clinical  trials  of  lipid  low- 
ering agents  have  been  con- 
ducted in  patients  in  whom  diet 


has  been  shown  to  be  unsuccess- 
ful and  it  is  reasonable  to  assume 
that  compliance  with  diet  is 
better  in  the  context  ol  a  clinical 
trial  than  in  practice. 

Statins  are  not  appropriate  foi 
all  hyperlipidaemias  (Type  rV 
hyperlipidaemia,  in  which  tri- 
glycerides are  markedly  raised 
but  the  increase  in  cholesterol  is 
modest,  is  relatively  common). 
It  is  also  essential  to  reduce  all 
the  risk  factors  for  cardiovas- 
cular disease,  not  only  choles- 
terol, and  to  adopt  a  healthier 
lifestyle. 

;!  The  effects  of  diet  on  choles- 
terol are  controversial,  with  esti- 
mates ol'  the  reduction  in  the 
total  cholesterol  concentration 
ranging  from  0  to  20  per  cent. 
Many  people  find  it  very  difficult 
to  adhere  to  a  diet  because  it 
demands  a  major  change  in 
lifestyle  for  them  and  their  fam- 
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ily.  If  after:!-ti  months  the  choles- 
terol levels  are  still  above  the  rel- 
evant threshold,  drug  therapy 
may  be  indicated,  but  efforts  to 
improve  diet  and  other  risk  fac- 
tors must  continue. 

I  The  thiazides  are  associated 
with  increased  lipid  levels,  but .  at 
the  appropriately  low  dose  pre- 


scribed here  foi  hypertension,  the 
impact  is  believed  to  be  low 

5  This  man  appears  to  have  little 
understanding  of  his  risk  factors 
for  cardiovascular  disease  and 
the  limitations  of  treatment  He 
needs  help  to  understand  the 
problems,  either  from  you  or  by 
referring  him  back  to  t  he  surgen 


NEW  W 
ERADICATES  SCABIES/  CRAB  LICE  t  HEAD  LICE 


MAKE  A  DIFFERENCE/  RECOMMEND 


Liquid  and  cream  shampoo,  with  malathion 


m 


STAFFORD-MILLER 


DO3070  MAY  1996 
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Legal  category:  P  Product  licence  holder:  Ultra  Chemical.  Tubiton  House,  Oldham  0L1  3HS.  Quellada  is  a  registered  trade  mark  Further  information  is  available  from  the  distributor 

Stafford-Miller  Lid.  Broadwater  Road.  Welvvyn  Garden  City,  Herts.  AL7  3SP. 
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Gaviscon  Advance  Essential  Information  Gaviscon  Advance  Active 
Ingredients:  Sodium  alginate  BP  1000mg  and  potassium  bicarbonate  USP 
200mg  per  10ml  dose.  Indications:  Gastric  reflux,  reflux  oesophagitis, 
heartburn  including  heartburn  of  pregnancy,  hiatus  hernia,  flatulence 


associated  with  gastric  reflux.  All  cases  of  epigastric  and  retrosternal 
distress  where  the  underlying  cause  is  gastric  reflux.  Dosage  instruction 
Adults  and  children  over  12:  5-10ml  after  meals  and  at  bedtime.  Children 
under  12:  Only  on  medical  advice.  Contra-indications:  Hypersensitivity  ti 


I 


£2. 5  m 


VANCE 
ARNINC 


This  is  an  advance  whether  warning  for  Monday  7th  April. 

Whether  you  are  ready  or  not,  all  areas  across  the  country  will  experience 
strong  sales  force  wins  due  to  a  new  front  caused  by  high  pressure,  £2.5  million 
national  TV  exposure  of  new  Gaviscon  Advance. 

Previous  TV  exposure  of  Gaviscon  created  wide  spread  outbreaks  of  sunny 
smiles  and  a  deluge  of  re-orders  for  more  product.  So,  make  the  most  of  the 
strongest  advance  ever  to  the  No1  pharmacy  only  heartburn  brand,  new 
Gaviscon  Advance. 

But  be  warned,  those  particularly  well  stocked  areas  with  prominent 
point  of  sale  risk  possible  floods. 


\ 


ADVANCE 


sodium  alginate  BP,  potassium  bicarbonate  USP 

Advanced  formula  for  heartburn 


he  ingredients.  Precautions  and  warnings:  10ml  liquid  contains 
il  (106mg)  sodium  and  2.0mmol  (78mg)  potassium  Side-effects: 
re  hypersensitivity  reactions.  Retail  price:  140ml  £3  90  Marketing 
isation:  0063/0097,  Supply  Classification:  Pharmacy  Medicinal 


Product  Holder  of  Marketing  Authorisations:  Reckitt  &  Colman  Products 
Limited,  Dansom  Lane.  Hull  HU8  7DS.  Gaviscon  Advance  and  the  sword 
and  circle  symbol  are  trademarks.  Date  of  preparation:  March  1997 
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Reckitt  &  Colman  Products  Limited 


The  message  that  over-exposure  to  the  sun  is 
dangerous  is  finally  hitting  home,  and  sun  care 
product  sales  are  benefiting.  But  there  is  a  long  way 
to  go  for  full  consumer  awareness,  says  Sarah  Purcell 


The  long,  hot  summer  of 
1995  was  a  hard  act  to  fol- 
low and,  inevitably,  199(> 
was  a  disappointment. 
"Things  looked  promising 
in  June,  wit  h  a  few  weeks  of  hot 
weather,  but  this  was  offset  by  a 
poor  July  and  August,"  says 
Suzanne  McManus,  marketing 
manager  for  Hawaiian  Tropic. 

However,  in  spite  of  the 
weather,  sales  of  sunpreps  still 
grew  by  1  per  cent  to  reach 
£125.9  million  (Nielsen),  indicat- 
ing that  consumer  awareness  of 
the  importance  of  sun  protection 
continues  to  grow. 

Manufacturers  report  that  cus- 
tomers are  steadily  trading  up  to 
higher  SPF  products,  particularly 
for  children,  and  they're  begin- 
ning to  realise  the  British  sun  can 
be  just  as  hazar  dous  as  it  is  else- 
where. 

Last  summer,  the  Health  Edu- 
cation Authority  criticised  the 
industry,  saying  consumers  were 
confused  by  sunscreen  labelling 
atrd  wartted  clearer  information. 
Sunscreen  manufacturers  have 
been  quick  to  respond  and  many 
have  already  made  changes. 

Driwem  by  sunpreps 

New  product  development  and 
increasing  consumer  awareness 
continue  to  drive  the  sunpreps 
market   forward,   with  Nielsen 


Buin  at  Zyma  Healthcare,  says 
independents  claim  a  14  per  cent 
share  "I  the  irrai  kel .  with  sales 
currently  static.  To  help  pharma- 
cists improve  their  sales  of  sun- 
preps, Zyma  has  joined  forces 
w  Hli  market  tracker  IR1  hrfi  iscan 
to  produce  a  planogram. 

"Some  pharmacies  restrict 
their  ranges  and  may  just  stock 
one  product  from  a  range.  You 
r  eally  rreed  to  have  a  whole  range 
of  products  to  cater  for  all  your 
customers'  needs,"  says  Mr  Ball. 

"We  suggest  stocking  a  family 
brand,  a  children's  range,  a  bud- 
get braird,  a  premium  range,  the 
brand  leader  and  a  popular  phar- 
macy range.  You  need  to  devote 
sufficient  space  to  suncare  - 
compared  with  some  other  phar- 
macy sectors,  the  returns  are 
substantial." 

At  Hawaiian  Tropic,  Suzanne 
McManus  agrees:  "A  lot  of  phar- 
macies orrly  stock  a  limited 
choice  of  products,  which  is 
understandable,  but  this  doesn't 
help  them  improve  sales.  A  well 
managed  pharmacy  with  good 
display  should  have  no  problem 
selling  sun  protection  products." 

Lesley  Buckeridge,  senior 
brand  development  manager'  for 
Uvistat  at  Windsor-  Healthcare, 
says  that  independents  are  hold- 
ing their  own  in  sun  care.  "I  think 
this  is  thanks  to  the  personal  ser- 
putting  its  value  at£143.7m  (up  1      vice  which  they  can  offer  their 


In  the  midd 


per  cent )  and  Taylor'  Nelson  AGB 
at  S99ru,  with  growth  of  5  per 
cent  (year  ending  January,  1997). 

Mint  el  says  sales  of  sun  protec- 
tion products  have  increased  by 
40  per  cent  between  1991  and 
1995  ('Suncare  Report  1997'). 
Sun  protection  products  account 
for  83,  aftersun  for  13  and  self- 
tans  for  4  per  cent  of  sales. 

Pharmacies  take  the  lion's 
share  of  sales,  with  55.6  per  cent, 
followed  by  drugstores  with  19.3 
and  grocers  with  18.2.  James 
Ball,  marketing  manager  for  Piz 

Table  1:  volume  sales  by  SPF  in 

Dec  94 
SPF  2-4  731 
SPF  5-7  604 
SPF  8-11  537 
SPF  12-plus  956 

Nielsen  MAT 


customers,  especially  when  rec- 
ommending products  for  specific 
members  of  the  family."  She  says 
they  could  fur  ther  improve  sales 
by  ensur  ing  their  assistants  have 
sufficient  training  and  informa- 
tion to  give  them  confidence  irr 
selling  sunpreps. 

High  protection 

Manufacturers  say  that  con- 
sumers are  trading  up,  using 
increasingly  higher-protection 
products.  Data  by  Nielsen  backs 
this. 


pharmacies  in  thousand  units 

Dec  95  Dec  96 

584  463 

526  408 

527  439 
1,256  1,437 
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When  both  pharmacy  and  gro- 
cery sales  are  combined,  sales  of 
SPF  12s  and  above  grew  by  1 7.S 
per  cent,  while  I  hose  of  SPF  2-4 
fell  by  Hi.S  per  mil.  SPF 
dropped  by  L1.9  per  cent  and 
SPF  8-11  also  declined  by  3.9  per 
cent. 

In  terms  of  value,  the  SPF  12- 
plus  sector  is  by  far  the  mosl 
profitable,  with  sales  up  by  28 
per  cent  last  year  for  pharmacy 
and  grocery,  while  Ihose  for  SPF 
2-4  fell  by  11  percent. 

British  summertime 

While  people  will  always  buy 
sunpreps  for  their  holidays 
abroad,  the  weather  in  Britain 
also  plays  an  important  pari  in 
determining  the  rise  or  fall  of 
sunprep  sales. 

"The  hot  summer  of  L995 
helpei I  In  raise  aw areness  foi  the 
need  to  use  sun  care  products  on 
a  regular  basis  throughoul  the 
summer  season,"  says  Mintel  in 
its  'Suncare  Report'.  To  give  an 
idea  of  how  unpredictable  the 
British  summer  can  be  check  the 
chart  (Table  2)  for  the  number  of 
days  when  the  temperature 
reached  25  degrees  during  the 
past  ten  years. 

Wore  advice  needed 

While  there  is  evidence  that  con- 
sumers are  applying  higher-pro- 
tection products  than  before, 


1986 
1987 
1988 
1989 
1990 
1991 
1992 
1993 
1994 
1995 

Source:  the  Meteorological  Office/Mintel 


there  are  still  between  30  and  40 
per  cent  of  people  who  never  use 
sunscreens. 

"We've  seen  people  trading  up 
to  higher  SPF  products,  but 
these  are  consumers  who  are 
already  aware  of  the  importance 
of  sun  protection.  The  onus  is  on 
all  of  us  to  reach  that  40  per  cent 
of  people  who  don't  use  any  sun 
protection,  although  the  Govern- 
ment is  perhaps  best  placed  to 
help,"  says  Ms  McManus. 

At  Zyma,  Mr  Ball  says  most 
non-users  tend  to  be  older  peo- 
ple, and  habits  will  eventually 
change  as  today's  younger  gener- 
ation, who've  grown  up  with  t he- 
idea  of  sun  protection,  gets  older. 

Malibu  Health  Products  car- 
ried out  research  into  consumer 
ittitudes  towards  sun  protection 
ind  found  a  number  of  differ- 
ences according  to  age  and  gen- 
ler. 
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II  seems  women  are  more 
clued  up  Mian  men.  with  62  per 
eent  oi  ihose  questioned  using 
sun  protection,  up  from  51  per 
eeni  m  1993.  This  compares  with 
17  per  cenl  i  >l  men  saying  they 
used  sunpreps,  an  improvement 
on  I993's  37  per  cenl. 

You  mighl  expeel  16-2 1-year- 
olds  to  be  the  mosl  sun-aware, 
since  they've  grown  up  with  sun 
protection,  but  a  carefree  atti- 
tude slill  prevails,  with  only  -r>.'5 
per  cenl  using  sun  protection. 
However,  of  Ihose  that  do.  70  per 
cenl  s;iid  Iheir  main  reason  was 

skin  protection,  and  not  as  a  tan- 
ning aid 

In  the  25-34  age  bracket,  two- 
thirds  said  they  regularly  use  sun 
protection,  with  44  per  cent  now 
using  a  higher  SPF  product  than 
before.  Il  seems  the  :>•">- 11  -year- 
olds  are  the  most  sun-aware, 
with  7:i  per  cenl  saying  they  use 
sun  protection  and  nearly  half 
in  iw  claiming  to  use  a  higher  SPF 
product  than  they  did  five  years 
ago.  And  of  those  questioned,  a 
third  said  they  used  sunscreen  in 
the  UK  even  w  hen  they  were  nol 
sunbathing. 

Price  wars 

While  the  price-slashing  which 
we  saw  in  1!)!(5  may  have  raised 
the  profile  of  sunpreps,  some 
believe  it  did  the  market  more 
harm  than  good. 
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"Il  was  all  about  fighting  for 
market  territory,"  says  Ms  Buck- 
eridge.  "But  its  effect  was  to 
reduce  overall  sales  for  the  sec- 
tor, 1  think  what  we'll  see  in 
future  is  more  added  value  to 
products  instead." 

Ms  McManus  emphasises  the 
positive  results:  "I  Hunk  price- 
cutting  has  definitely  helped  to 
promote  sun  care,  making  it 
available  to  people  who  wouldn't 
otherwise  buy  sunpreps.  In  that 
way,  I  think  it  was  a  positive 
move." 

Ms  Ball  thinks  that  consumers 
now  expect  lower  prices:  "I 
believe  it's  here  to  stay.  People 
expect  it  and  they  will  switch 
between  brands  according  to 
price  or  special  offers  on-pack.  I 
think  it  encourages  people  to  buy 
their  sunpreps  earlier  than 
before,  but  it  still  won't  affect 
those  who  never  buy  them." 


Blistex  will  be  promoting  the  sun 
protection  message  to  consumers 


Sun  E45  has  added  a  Sun  Block 


Lotion  SPF  50 

Clearing  confusion 

Last  summer,  the  Health  Educa- 
tion Authority  criticised  manu- 
facturers of  sunscreens,  saying 
the  products  "caused  wide- 
spread confusion  and  misundei 
standing  among  consumers". 

According  to  its  survey,  nearly 
half  of  ihose  questioned  thought 
that  much  of  the  written  informa- 
tion about  sunscreens  was  "loo 
technical  and  too  confusing", 
while  more  than  half  said  they 
wanted  more  information  about 
sunscreens 

Dave  Arnold,  head  of  the 
HEA's  Sun  Know  How  campaign, 
says:  "The  report  suggests  thai 
people  are  beginning  to  think  of 

Continued  on  P24  ► 


HEA  focuses  on 
skin  cancer 

The  Health  Education  Authority 
has  stepped  up  its  'Sun  Know 
How'  campaign  to  alert  the 
public  to  the  dangers  of  skin 
cancer. 

A  poster  of  a  badly-sunburnt 
man  points  out  that  sunburn 
increases  the  risk  of  skin 
cancer.  A  new  range  of 
children's  clothing  which 
protects  against  over  98  per 
cent  of  UV  rays  is  also  being 
launched. 

At  the  official  launch  of  the 
campaign  in  London  last 
Thursday,  the  HEA  said  it  saw 
the  use  of  the  words  'skin 
cancer'  in  its  promotional 
material  as  more  hard-hitting. 
Children  are  being  targeted,  as 
excessive  exposure  to  the  sun 
and  sunburn  underthe  age  of  15 
is  believed  to  increase  the  risk 
of  skin  cancer  in  later  life. 

It  is  estimated  that  40,000 
cases  of  skin  cancer  are 
diagnosed  each  year  in  the  UK, 
of  which  2,000  prove  fatal. 

In  January,  the  HEA 
announced  a  new  five-point  sun 
safety  code,  which  will  be 
incorporated  onto  sunscreen 
products  by  several 
manufacturers,  including  Boots, 
as  well  as  point  of  sale  material. 

The  HEA  also  published  a 
report,  'Burning  Issues',  which 
details  how  consumer 
magazines  have  addressed  the 
issues  of  sun  protection 
between  1990  and  1995. 

Consultant  dermatologist  Dr 
Margaret  Price,  who 
contributed  to  the  report,  is 
concerned  thatthe  fashion 
industry  still  promotes  the  idea 
that  tans  are  desirable.  She 
advocates  the  natural  look, 
adding  thatthe  ageing  effects  of 
the  sun  can  best  be  prevented 
by  covering  up. 

The  children's  clothing  is 
available  from  a  mail  order 
catalogue  which  can  be 
obtained  on  01225  86771 1 . 


Table  2:  number  of  days  over  25°C  in  the  past  decade 

Year  Average  no  of  days  above  25°C 
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sunscreens  as  health  products 
and  not  just  cosmetics.  However, 
it  is  disturbing  that  consumers 
are  confused  about  on-pack 
information." 

Ms  McManus  agrees  many 
consumers  do  find  choosing  sun- 
preps  confusing.  "Our  own 
research  has  found  that  buying 
sun  protection  can  be  one  of  the 
most  stressful  consumer  pm 
chases.  The  problem  is  that  it's 
not  something  you  buy  very 
often,  so  people  tend  to  forget 
the  information  they  read  last 
year,  and  sun  protection  is  a 
complex  subject." 

She  believes  that  some  brands 
are  overloaded  with  complicated 
information.  "There  is  also  the 
message  of  application  to  get 
across  -  you  need  about  35ml  of 
sunscreen  to  cover  an  average 


Hawaiian  Tropic  has  a  range  of  new  formulations  for  the  summer 


Calypso  from  Linco  Impex 


body,  yet  most  people  don't  use 
nearly  enough.  We  need  to  get 
across  the  message  that  sun- 
screens should  be  applied  liber- 
ally and  often." 

As  a  result  of  the  HEA  survey, 
Windsor  has  revised  some  of  its 
on-pack  information  to  make  it 
simpler,  says  Ms  Buckeridge. 
The  company  has  also  set  up  the 
Uvistat  Helpline,  which  con- 
sumers can  call  with  any  queries 
they  have  about  sun  protection. 

Mr  Ball  says  the  new  Piz  Buin 
packs  now  feature  advice  about 
the  importance  of  frequent  appli- 
cation and,  from  1998,  the  HEA- 
recommended  icons  will  also 
appear  on  packs,  which  will  help 
improve  understanding. 

Technical  advances 

According  to  Garnier,  the  chil- 
dren's sun  protection  sector  is 
now  worth  7.8  per  cent  of  the 
market,  and  research  by  the 
company  revealed  that  30  per 
cent  of  mothers  would  buy  an 
additional  sun  protection  prod- 
uct for  their  children. 

To  meet  these  needs  Garnier 
has  introduced  Ambre  Solaire 
Kids.  Available  in  SPF  30  and  35, 
the  formulation  is  designed  to 
resist  sand  and  is  water-resistant 
for  up  to  two  hours. 

For  people  who  like  oil  formu- 
lations, the  company  has  pro- 
duced a  new  gel  oil  product  in 
SPF  5  and  8.  Ambre  Solaire  SPF 
25  is  now  available  in  a  400ml 
family-size  pack,  reflecting  the 
trend  to  higher  factor  products. 

The  Ambre  Solaire  range  will 
be  supported  by  a  £2m  cam- 
paign, which  will  include  televi- 


sion and  press  advertising.  The 
company  will  continue  its  educa- 
tional campaign  through  schools 
this  summer. 

This  summer  sees  the  launch 
of  Hawaiian  Tropic's  Triple 
Defence  System,  the  company's 
SPF  15  and  30  products.  The  new 
formulation  offers  UVA/UVB  and 
infra-red  protection;  is  water- 
proof for  up  to  eight  hours;  and 
contains  a  time  release  vitamin 
complex  of  the  antioxidant  vita- 
mins A,  C  and  E  to  combat  free 
radicals.  Also  new  for  summer 
'97  is  an  SPF  35  Baby  Faces  & 
Tender  Places  product. 

Windsor  Healthcare  is  ex- 
tending its  Uvistat  range  with  the 
addition  of  two  new  products 
and  new  formulations  for  the 
Activ-A  and  Babysun  SPF  30. 

Uvistat  Sunspray  SPF  12  Milk 
is  a  non-greasy,  easily-absorbed 
formulation  which  is  quick  and 
easy  to  apply,  and  is  ideal  to  pro- 
tect the  scalp  and  other  difficult 
to  reach  areas.  Uvistat  Med- 
icated Lipscreen  SPF  25  contains 
tea  tree  oil  to  help  protect  skin. 

Uvistat  Activ-A  SPF  15  daily 
moisturiser  now  contains  glu- 
tathione, an  antioxidant,  to  coun- 
teract the  action  of  free  radicals 
which  are  triggered  by  sunlight. 
Glutathione  is  encapsulated  in  a 
liposome  to  enable  it  to  pass 
through  the  skin.  Uvistat  after- 
sun  now  also  contains  glu- 
tathione. 

Uvistat  Babysun  has  also  been 
reformulated  to  provide  at  least 
two  hours  of  waterproof  sun  pro- 
tection. 

Continued  on  P26  ► 


Nivea  Sun  Children's  range  is  new 


Ambre  Solaire  Kids 


No-Ad  from  Ceuta 


Maiihu  prices  remain  the  same  for  the  third  consecutive  year 


Piz  Buin  has  eight  additions 
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Skin  cancer  update 

Every  year,  40,000  people 
develop  skin  cancer  and,  of 
those,  2,000  will  die.  However, 
experts  believe  that  in  four  out 
of  every  five  cases,  skin  cancer 
could  have  been  prevented. 
Malignant  melanoma,  the 
serious  form,  now  affects  one  in 
15,000  people,  with  some  4,000 
new  cases  each  year.  Of  these, 
one  in  three  will  die.  Melanoma 
is  more  common  among 
younger  people,  and  is  the 
second  most  common  cancer 
among  women  aged  20-34. 
Women  are  one  and  a  half  times 
more  likely  to  be  affected  as 
men,  and  while  women  tend  to 
develop  it  on  their  legs  and 
arms,  men  do  so  on  their  trunk 
and  head. 

Non-melanoma  skin  cancers 
-  rodent  ulcers  and  squamous 
cell  carcinoma  -  are  caused  by 
long-term  exposure,  as  opposed 
to  the  short,  sharp  bursts  of 
intense  exposure  that  lead  to 
melanoma.  These  cancers 
affect  one  in  1,500  people,  with 
35,000  cases  per  year. 

"Of  the  non-melanoma  skin 
cancers,  90-95  per  cent  will 
develop  on  the  head  and  neck," 
says  Dr  John  Hawk,  consultant 
dermatologist  at  St  Thomas' 
Hospital,  London.  "These 
lesions  commonly  develop  on 
balding  scalps  at  around  the 
age  of  65,  but  can  appear 
sooner  if  balding  occurs  in  the 
20s  or  30s.  But  it  has  been 
discovered  that  if  you  protect 
these  pre  cancerous  lesions 
from  further  exposure;  then  you 
can  stop  them  developing." 

Dr  Hawk  says  fair-skinned, 
balding  men  who  spend  a  lot  of 
time  outdoors  have  virtually  a 
100  per  cent  risk  of  developing 
precancerous  lesions  if  they 
don't  protect  themselves  with  a 
hat  or  sunscreen. 


Advertisement  feature 


It's  Amazing.  It's  Almay 

What  was  the  fastest-growing  cosmetic  brand  in  the  US  in  1996?'  What  will  be  the 
fastest-growing  cosmetic  brand  in  the  UK  in  1997?  The  answer  is  Almay,  the 
stunningly-stylish  and  highly-effective  hypo-allergenic  cosmetic  and  skin  care  brand 


The  Almay  heritage  is  impressive.  The  brand  originated 
in  1931,  when  Fannie  May  Woititz,  the  wife  of  a  well 
known  chemist,  Alfred  Woititz,  discovered  that  her  sen- 
sitive skin  wouldn't  tolerate  any  make-up  or  skin  care 
products.  Enlisting  the  help  of  a  well  known  dermatolo- 
gist, Dr  Marion  B  Sulzberger,  Mr  Woititz  set  about  creating  pure 
products  that  minimised  known  allergies.  Almay  became  the  orig- 
inal Prescription  only  cosmetics,  available  solely  through  derma- 
tologist prescription.  Confident  of  its  products  purity  and  gentle- 
ness, Almay  instituted  the  practice  of  voluntarily  disclosing  ingre- 
dients, long  before  it  became  law. 

Sixty-six  years  later,  Almay  is  the  leading  hypo-allergenic  brand 
in  the  UK,  with  a  wide  range  of  premium  quality  colour,  skin  and 
sun  protection  products  at  affordable  prices.  All  products  are 
stringently  tested  and  formulated,  and  continue  to  be 
recommended  by  the  medical  profession,  including  an 
endorsement  by  Dr  Stanley  B  Levy,  MD,  a  professor  of 

dermatology  at 
the  University 
of  North 
Carolina 
School  of 
Medicine, 
and  director 
of  medical 
affairs  for 

Ww  It's  a  brand 
f  you  can't 

afford  to  be 
without.  The 
product  range 
for  1997  has 


something  that  will  appeal  to  every  customer  who  walks  through 
your  door.  The  Amazing  Cosmetic  range  features  long-lasting  yet 

gentle  formulations, 
colours  that  stay  put 
for  hours  and  an  up 
to  the  minute  range 
of  colours,  with 
seasonal  looks 
featuring  the  Almay 
'Face',  supermodel 
Vendela.  Prices 
range  from  £4.25  to 
£8.95.  The  Classic 
Almay  Cosmetics 
collection,  with 
prices  ranging  from 
£3.95  to  £9.95, 
features  a  broad 
range  of  wearable 
products  and 
colours,  including 
the  best-selling  Perfect  Definition  Mascara. 

On  the  skin  care  front,  the  Clear  Balance  Skincare  and  Makeup 
range  is  specifically  designed  to  improve  the  clarity,  tone  and 
texture  of  the  skin,  while  helping  to  clear  any  blemishes.  The 
Time  Off  Skincare  and  Makeup  range  utilises  the  very  latest  in 
skin  care  technology  to  help  control  the  signs  of  ageing. 

And  that's  not  all.  Strong  value  promotions  on  key  lines,  free 
full-size  products  to  encourage  trial,  gilts  with  purchase  and 
sampling  are  all  part  of  the  yearly  calendar  of  activity.  Add  to  this 
stylish,  new  illuminated  merchandising  units,  a  £2  million  TV 
advertising  campaign,  and  an  ongoing  programme  of  national 
press  and  consumer  magazine  advertising,  and  it's  easy  to  see 
why  1997  promises  to  be  an  amazing  year  for  Almay. 

'  Source:  Nielsen  $%  change  versus  year  ago.  Full  year  1996.  In  drug,  food  and  combo. 

Can  you  afford  not  to  be  Amazing? 

Call  0171  491  5332  now  for  details  of  what  Almay  can  do  for  your  business. 

ALMAY 

HYPO-ALLERGENIC 


dUN  UAnb 
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Miners  is  offering  value  added 
promotions  on  its  Delph  brand 
this  summer.  The  200ml  sun 
lotion  comes  with  a  free  800ml 
aftersun,  and  is  available  in  SPF 
2-20.  The  400ml  aftersun  prod- 
ucts come  with  a  third  extra  free. 

Crookes  Healthcare  has 
expanded  its  Sun  E45  range  with 
the  addition  of  Sun  Block  Lotion 
SPF  50.  Designed  for  use  on  chil- 
dren and  people  with  sensitive  or 
problem  skin,  the  product  is 
unperfumed  and  contains  no 
chemical  sunscreens. 

In  addition,  the  Sun  E45  range 
has  been  reformulated  and  on- 
pack  information  improved.  In 
response  to  popular  demand,  the 
products  have  been  changed  to  a 
lotion  format. 

The  Banana  Boat  range  has 
been  extended  with  the  addition 
of  three  oil-free  lotions.  Available 
in  SPF  8,  15  and  30,  the  formula- 
tion is  waterproof,  won't  clog 
pores  and  contains  aloe  vera  to 
moisturise  skin.  Also  new  is  a 
self-tanning  spray.  Sunless  Deep 
Dark  Formula  comes  in  a  100ml 
spray. 

Linco  Impex  now  has  ten  sun 

care  brands,  including  Calypso, 
Oasis  and  the  new  budget  brand, 
Euro  Sun. 

New  to  the  Oasis  range  is  a 
4()0ml  family-size  pack  for  SPF  0, 
8  and  15,  and  an  aftersun.  The 
Sun  Tropic  brand  has  been 
relaunched  in  new  packaging 
this  year  and  comprises  five 
creams  and  an  aftersun. 

Euro  Sun  is  new  this  year  and 
is  designed  to  meet  the  need  for  a 
budget  brand,  says  the  company. 
The  range  consists  of  six  prod- 
ucts from  SPF  2-15,  which  retail 
at  just  £0.99. 

Also  new  this  summer  is  Kanga 
Gel,  a  water-based  sun  protec- 
tion product,  available  in  SPF  10, 
20,  30  and  aftersun.  Prices  range 
from  S4.99-S8.99. 

The  No-Ad  brand  from  Ceuta 
Healthcare  offers  consumers 
the  benefits  of  a  branded  prod- 
uct, but  at  own-label  prices.  The 
range  offers  products  from  SPF 
4-30,  with  two  for  children,  but 
all  are  the  same  price  -  S5.99  for 
250ml  tubes,  S9.99  for  500ml  bot- 
tles. 


AH  Maws'  sunscreens  are  available  with  or  without  insect  repellent 


Cancer  Research's  Cover  Up  campaign  continues 

The  Cancer  Research  Campaign  is  launching  the  second  year  of  its 
Cover  Up  campaign,  which  aims  to  spread  the  protection  message 
among  consumers.  The  charity  has  produced  an  information  leaflet 
for  consumers,  detailing  how  to  protect  skin  from  the  harmful  effects 
of  the  sun,  and  will  continue  to  sell  its  own  brand  of  sun  protection 
through  retailers. 
Cancer  Research  recommends  the  following  safe  sun  strategy: 

•  avoid  the  sun  between  1 1 .00am  and  3.00pm 

•  seek  shade  in  the  form  of  trees  or  other  shelter 

•  use  clothing  as  a  sunscreen 

•  use  a  sunscreen  of  SPF  1 5  or  higher  with  UVA/UVB  protection 
For  copies  of  the  consumer  leaflet  contact  the  Cancer  Research 

Campaign,  10  Cambridge  Terrace,  London  NW1  4JL. 


Banana  Boat  has  three  new  oil- 
free  lotions 


As  the  name  suggests,  No-Ad 
does  not  advertise,  and  so  passes 
on  the  savings  to  the  consumer 
instead,  as  well  as  giving  5  per 
cent  of  profits  to  charity. 

The  Malibu  range  will  include 
new  products  and  formulations 
this  summer,  with  prices  remain- 
ing unchanged  for  the  third  con- 
secutive year. 

New  for  '97  is  SPF  25  and  SPF 
30  High  Protection  Lotion  for 
Kids,  a  waterproof  formulation. 
Also  new  is  Malibu  Soothing 
After  Sun  with  Insect  Repellent, 
which  gives  up  to  four  hours' 
protection  from  biting  insects. 
Malibu  Dry  Oil  Spray  SPF  8  is  a 
water-resistant  product  which  is 
ideal  for  protecting  the  scalp,  as 
it  won't  leave  hair  greasy. 

All  Malibu  products  have  been 
reformulated  to  improve  their 
water-resistance.  The  range  will 
be  supported  this  year  with  a 
Sim  advertising  spend. 

The  Piz  Buin  range  gains  eight 
new  products  this  summer. 
These  include  SPF  30  Lotion  and 
Cream,  SPF  30  Baby  Cream  and 
SPF  20  Stick  to  protect  lips.  New 
to  the  self-tanning  range  is  Jet 
Bronzer  Cream  SPF  6. 

For  darker  skins  that  tan  easily 
there  is  new  Super  Tanning  Gel 
SPF  2  and  SPF  4,  which  contain 
carotene.  And  for  aftersun  relief, 
there's  After  Sun  Soothing  Gel 
with  aloe  vera,  bisabolol  and  vit- 
amin E  to  care  for  skin.  The  Piz 
Buin  range  will  be  supported  by  a 
S2m  campaign. 

Maws  has  extended  its  range 
of  children's  sun  care  products 
with  the  addition  of  an  SPF  45  for 
maximum  protection  and  all  sun- 


screens are  now  available  with 
or  without  insect  repellent. 

The  brand  won  the  Mother  & 
Baby  Gold  Award  for  best  sun 
care  range  in  1996,  and  all  prod- 
ucts carry  stickers  to  this  effect. 
Customers  can  send  off  for  a 
beach  roll  for  S2.50  and  one 
proof  of  purchase  from  the 
range. 

The  company  is  helping  phar- 
macies put  the  protection  mes- 
sage across  with  a  new  poster 
urging  parents  to  follow  the 
three  Rs  -  Rub  sun  protection 
on,  rather  than  in;  Re-apply 
often;  and  to  Retreat  in  the  heat, 
Copies  of  t  he  poster  are  available 
from  Jackel. 

Nivea  has  extended  its  sun 
care  range  with  the  addition  of 
two  facial  sunscreens  and  a  chil- 
dren's sun  range. 

The  facial  sunscreens,  in  both 
SPF  12  and  SPF  30,  include  an 
active  cell  protection  formula- 
tion to  guard  against  free  radi- 
cals and  the  Australian  standard 

Children  need  more  sun  awareness 

Having  a  suntan  is  even  more  important  to  today's  children  than  being 
thin,  according  to  a  MORI  poll  carried  out  for  the  Cancer  Research 
Campaign.  Fifty-eight  per  cent  of  children  interviewed  thought  people 
looked  good  with  a  tan,  compared  with  41  per  cent  who  thought  being 
thin  was  attractive.  "Unless  attitudes  change,  skin  cancer  could 
overtake  anorexia  as  the  biggest  new  threat  to  our  children  in  the  next 
decades,"  says  Professor  Gordon  McVie,  the  charity's  director 
general.  "Our  survey  shows  that  40  per  cent  of  the  young-children  we 
spoke  to  have  already  been  burnt  at  least  once.  And,  of  those,  around 
a  quarter  said  they  had  been  burnt  on  at  least  three  occasions." 

Experts  believe  that  it  takes  only  six  bouts  of  sunburh  during  a 
lifetime  to  double  our  risk  of  developing  skin  cancer.  Melanoma 
patients  are  more  than  twice  as  likely  to  have  had  five  blistering 
sunburns  between  the  ages  of  15  and  20. 


Follow  the  Safe  Sun  Code 

As  part  of  its  Sun  Know  How 
campaign,  the  Health  Education 
Authority  has  come  up  with  a 
Safe  Sun  Code  to  help  clarify  the 
protection  message.  Its  set  of 
simple  eye-catching  icons  is 
designed  to  be  used  on 
sunscreen  products,  at  point  of 
sale  and  on  posters.  It  follows 
research  by  the  HEA,  which 
found  that  many  consumers  are 
confused  by  the  technical 
information  used  on  sunscreen 
products. 

The  five-point  code, 
presented  in  a  simple  visual 
format,  has  been  developed  and 
tested  among  consumers  by  the 
HEA.  "Our  research  shows  that 
most  people  rely  on  sunscreens 
for  their  main  form  of  sun 
protection,  but  don't  realise  it  is 
only  part  of  the  answer.  We 
hope  that  the  code  will  help 
them  to  avoid  getting  sunburn," 
says  HEA  Cancer  Campaign 
manager  Katie  Aston. 


protection  against  UVA  rays  to 
help  prevent  premature  ageing. 

The  new  Nivea  Sim  Children's 
range  comprises  an  SPF  30,  SPF 
26  and  SPF  18  sunscreen.  Swim- 
ming enhances  the  skin's  sensi- 
tivity to  sunlight  thanks  to  loss  of 
a  substance  called  urocanic  acid, 
one  of  the  skin's  natural  UV  fil- 
ters, says  Beiersdorf.  The  com- 
pany's children's  range  is 
designed  to  help  maintain  uro- 
canic acid,  which  is  water-solu- 
ble, by  making  products  extra 
waterproof. 

Lips  have  no  sebaceous 
glands,  so  they  dry  out  quickly  in 
the  sun,  and  contain  no  melanin, 
so  they  can't  protect  themselves 
either.  Sunlight  can  also  trigger 
cold  sores  if  lips  are  not  pro- 
tected. 

Blistex  Ultra  Protection  SPF 
30  is  waterproof  for  up  to  80  min- 
utes, and  is  ideal  for  watersports, 
says  Dendron.  Blistex  will  be 
promoting  the  sun  protection 
message  to  consumers  with  a 
health  education  programme 
this  summer.  The  brand  is  being 
backed  with  cinema  advertising 
and  sampling  at  outdoor  events. 
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Sunglasses  have  not  enjoyed 
the  rapid  growth  seen  in 
the  sunscreens  market. 
However,  their  increasing 
popularity  as  a  fashion 
accessory,  matched  witli  hettei 
awareness  of  the  need  to  protect 
eyes  as  well  as  skin  from  sun 
light,  looks  sel  to  help  sales. 

According  to  Mintel  and  indus- 
try estimates,  the  sunglasses 
market  is  worth  about  S60  mil- 
lion. The  market  is  traditionally 
hard  to  quantify,  says  Mintel, 
because  of  the  high  proport  ton  <  »f 
imports  and  the  prevalence  of 
sale  or  return  agreements. 

Pharmacies  (including  Boots) 
account  for  about  35  per  cent  of 
sales,  with  25  per  cent  in  depart- 
ment stores,  12  pei' cent  via  opti 
cians  and  the  rest  through  a  vari- 
ety of  outlets,  including  fashion 
stores  and  airports. 

Lance  Stevens,  UK  sales  and 
marketing  director  of  distributor 
Alfred,  Franks  &  Bartlett,  has 
this  advice  for  pharmacists:  "It's 
very  important  to  slock  a  bal- 
anced range  that  will  appeal  to  a 
wide  range  of  customers.  You 
should  also  make  sure  that  your 
merchandisers  are  restocked 
regularly  -  leaving  empty  gaps 
will  give  the  impression  you're 
selling  off  last  year's  lines." 

Buying  sunglasses 

According  to  Mintel  research, 
people  are  much  more  aware  of 
the  health  reasons  for  buying 
sunglasses.  When  choosing  a 
pair,  (i7  per  cent  of  people  sur- 
veyed said  that  adequate  ITVA 
and  UVB  protection  was  the 
most  important  criteria,  with  51 
per  cent  saying  they  would  look 
for  BS  standard-approved  lenses. 
In  terms  of  fashion,  21  per  cent 
ose  a  pair  because  of  its  colour 
and  11  per  cent  because  they 
were  the  latest  fashion  design 

Mr  Stevens  suggests  that  cus- 
tomers look  for  the  following: 

•  EC  standard  with  UV400  label 

•  screw  hinges 

•  reinforced  arms  for  strength 

•  soft  nose  plates  for  comfort. 
The  old  adage  that  you  gel 

what  you  pay  for  holds  true,  but 
many  of  us  aren't  preparec  1 1  o  pay 
for  quality,  says  Mr  Stevens:  "The 
problem  in  the  UK  is  thai  we 
down-value  sunglasses  -  in  Italy 
you  can't  buy  a  pan  for  under 
£5." 

Fashion  in  the  frame 

Colour  is  beginning  to  make  a 
comeback  in  the  mainstream 
market.  There'll  also  be  more 
wraparound  designs.  However, 
manufacturers  won't  be  ditching 
the  tried  and  trusted  just  yet. 

French  company  Cebe,  which 
launched  in  the  UK  this  year,  pre- 
dicts that  unisex,  sporty  styles 
will  be  popular  this  summer. 
"Frames  will  either  be  metal, 
with  a  squarish  aeroplane  pilot 
feel,  or  unapologetically  plastic. 
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Ultra  cool  shades 


While  growth  has  not  been  as  rapid  as  in  the  sun  care 
sector,  sunglasses  still  look  set  for  a  rise  in  sales 


Colours  will  be  lighter  shades 
than  last  year,"  says  company 
sales  manager  Herve  Riffault. 


New  shades 


Cebe's  UK  launch  will  see  prod- 
ucts with  prices  ranging  from 
530-5100.  Many  of  the  designs 
are  unisex,  which  doubles 
demand  and  reduces  storage  for 
the  retailer,  says  Cebe.  All  styles, 
both  fashion  and  sports,  block 
100  per  cent  UVA  and  UVB  light 
up  to  400nm  and  conform  to 
BS2724,  the  new  EC  standard,  as 
well  as  Australian  and  American 
standards. 

New  designs  for  '07  include  the 
Trucker,  which  features  a  dou- 
ble-bridged metal  frame,  avail- 
able in  silver,  gold  or  black;  and 
Today,  a  classic  range  of  round, 
square,  oval  and  rectangular 
frames  in  a  choice  of  colours. 

Jackel  International  has 
added  new  styles  to  its  children's 
Tommee  and  Topsie  sunglasses, 
with  a  range  of  brightly-coloured 
frames.  Fashion  styles  retail  at 
So. 00  and  those  with  unbreak- 
able rubber  frames  at  £2.99.  For 
the  older  child,  the  new  Sunnies 
range  features  more  adult  styles, 


including  metal  frames  and 
bright  neon  colours,  all  at  -S;!  99. 

For  adults,  Jackel  has  added 
the  new  Pretenders  range,  which 
features  14  styles  based  on  best- 
selling  designer  names  priced 
from  54.99-59.99. 

New  to  the  Panama  Jack  range 
is  the  Neotech  collection  of 
directional  frames,  including 
round,  square  and  oval  metal  and 
wraparound  frames.  There  is 
alsi  i  ,i  i  (  mipi  ehensix  e  range  ol 
new  designs  for  sportswear 
including  styles  for  surfing  and 
skiing.  The  ( 'lassies  range  gives  a 
choice  of  more  traditional  styles. 
There  are  lots  of  new  styles  for 
children.  Prices  range  from 
S10.95-S17.05  for  adult  glasses 
and  S5.95-S8.95  for  junior  styles. 

Lessar  Brothers  has  updated 
its  Solarite  range.  Several  styles 
have  been  introduced  with 
coloured  mirror  lenses,  as  well 
as  some  in  wraparound.  Combi- 
nation metal  and  plastic  frames 
are  growing  in  popularity,  says 
the  company,  and  it  has 
increased  its  choice  of  these.  The 
popular  Sun-Overs,  for  use  over 
prescription  glasses,  now  come 
in  a  polarised  version.  The  new 


I  (rivers  Cray  range,  which  uses 
Pi  I  king!  on's  fixed  tint  lenses,  has 
an  improved  grey/green  tin! 

Foster  Grant  has  two  new 
ranges,  Spotlit  and  Elite.  The 
Sportil  range  is  designed  lot 
active  leisure  and  sportswear. 
There  are  18  designs,  which  fea 
ture  polycarbonate  lenses  lo 
withstand  tough  wear  and  tear. 
Prices  range  from  £2  1.99-539.99. 
The  Elite  collection  comprises 
28  high-fashion  designs  which 
each  come  with  a  haul  metal 
case.  Puces  are  from  £24.99 
£39.99  pei  paii 

The  Elite  model  agency  is  sj  n 
onymous  with  fashion,  This  year, 
Alfred,  Franks  &  Bartlett  has 
won  the  licence  to  distribute  a 
range  of  fashion  sunglasses 
under  the  Elite  name  There  is  a 
Choice  of  eight  styles.  New  for 
pre  school  children  is  the  Bat  nej 
collection,  which  features  the 
popular  American  cart< m hi  chat 
acter.  The  Disney  range  has  also 
been  extended,  with  new  frames 
and  a  Mickey  foi  Kids  display 
stand.  New  for  the  youth  market 
is  Raves,  which  features  wrap 
around  styles  and  mirror  frames 
in  a  range  of  colours,  Also  suit- 
able for  the  younger  market  is 
the  706  range  of  fashion  frames. 
The  company  has  also  extended 
its  Baywatch  collection. 


New  styles  have  been  added  in 
Jackel's  Tommee  and  Topsie 
range  of  children's  sunglasses 


Distributor  Alfred,  Franks  & 
Bartlett  has  a  good  selection 


PENSIONS 


Pension  points 

With  the  value  of  state  pensions  falling, 
Adrian  Waddingham  offers  ten  tips  to  help  set  up 
your  own  private  scheme 


1  Do  not  rely  on  state 
benefits 

Only  15  years  ago,  a  state  pen- 
sion was  the  equivalent  of  23  per- 
cent of  national  average  earn- 
ings. That  may  not  sound  a  lot, 
but  it's  better  than  the  deal  you 
have  today.  Because  the  Govern- 
ment decided  to  increase  state 
pensions  in  line  with  price 
increases  instead,  which  means 
lower  increases,  today's  pension 
is  about  18  per  cent  of  national 
average  earnings. 

And  there  is  more  trouble 
ahead.  Britain  is  seeing  more 
retired  people  and  fewer  employ- 
ees, whose  tax  revenues  fund  the 
state  pensions. 

So,  anyone  relying  on  state 
benefits  when  they  retire  is  likely 
to  be  disappointed. 

2  The  earlier  you  start  your 
pensions,  the  better 

The  longer  you  leave  your  pen- 
sion planning,  the  more  expen- 
sive it  becomes.  For  example,  if 
you  wanted  a  pension  of  £5,000 
per  annum  -  in  today's  terms  - 
when  you  are  65,  you  would  have 
to  pay  annually  £760  from  the  age 
of  30,  £1,350  from  40;  and  £2,840 
from  50. 

Your  pension  has  to  be 
approved  to  qualify  for  tax 
reliefs,  which  normally  means 
you  need  an  insurance  policy. 

However,  if  you  run  your  own 
company,  you  could  establish  a 
retirement  trust  instead  of  an 
insurance  policy. 

You  need  expert  help  to  choose 
your  pension  scheme  because 
many  insurance  policies  are  over- 
promoted.  Since  the  Financial 
Services  Act  1986,  only  autho- 
rised people  may  give  this  advice, 
and  they  will  normally  be  mem- 
bers of  the  Personal  Investment 
Authority  (PIA). 

3  Start  an  approved  pension 
scheme 

The  Government,  through  its  tax 
system,  is  encouraging  every- 
body to  make  bigger  and  better 
pension  provisions.  An  approved 
pension  is  one  of  the  best  ways 
to  save  money.  If  an  employee 
puts  £100  into  a  pension  scheme, 
the  taxman  adds  £31.  Top  rate 
taxpayers  get  a  subsidy  of  567.  If 
you  run  your  business  as  a  com- 
pany and  your  company  meets 
the  cost,  its  tax  bill  falls  by  a  sim- 
ilar amount. 


And  the  tax  relief  does  not  stop 
there.  You  pay  tax  on  both  the 
income  and  capital  gains  on  your 
savings,  at  either  24  or  40  per 
cent.  Approved  pension  schemes 
-  whether  personal  pensions  or 
company  plans  -  don't  pay  any 
tax.  For  example,  you  might  get  4 
per  cent  interest  net  on  your  sav- 
ings account  -  a  pension's 
account  invested  in  the  same 
way  would  get  6  per  cent.  Retire- 
ment savings  are  bound  to  grow 
faster  than  personal  savings. 

Pension  schemes  are  also  able 
to  pay  tax-free  lump  sum  bene- 
fits on  retirement  and  death. 

4  Take  professional  advice 

Take  preliminary  advice  from 
two  or  three  advisers  before 
making  any  commitment.  Part,  of 
your  pension  contributions  can 
disappear  as  commission  to  the 
agent  or  adviser  who  sets  up  the 
scheme.  These  commissions  can 
be  high.  They  used  to  be  hidden, 
but  since  January  1,  1995,  anyone 
earning  a  commission  has  to 
declare  it  in  writing. 

5  Be  ready  to  negotiate  the 
commission  -  or  ask  to  pay 
fees  instead 

Make  sure  this  is  done.  Many 
advisers  are  willing  to  share  the 
commission.  Better  still,  ask 
your  adviser  to  work  on  a  fee 
basis  -  just  as  your  solicitor 
does.  Nobody  likes  paying  bills, 
but  the  advantage  of  paying  fees 
is  that  you  see  clearly  what  it 
costs  and  you  can  be  confident 
that  your  adviser  is  working  on 
your  behalf  -  not  for  the  insur- 
ance company. 

Many  advisers  may  work  on  a 
fee  basis,  which  ensures  they 
give  independent  advice  because 
they  are  not  taking  commissions 
from  an  insurance  company. 

6  Don't  disturb  pre-1989 
pensions  without  taking 
advice 

In  1989,  the  Government  intro- 
duced an  'earnings  cap',  which  is 
currently  582,200  per  annum  and 
affects  all  company  and  personal 
pension  arrangements  that  began 
after  1989.  If  your  earnings  are 
likely  to  exceed  this  amount  (the 
limit  rises  each  year  in  line  with 
inflation),  and  you  have  a  pre- 
1989  pension  arrangement,  it  is 


worth  hanging  onto  it.  Generally 
speaking,  higher  tax-deductible 
contributions  can  be  paid  to  pre- 
1989  pensions. 

7  Company  directors  may 
like  a  Small  Self- 
Administered  Pension 
Scheme  (SSAS) 

If  you  run  your  company  as  a 
director,  you  do  not  have  to  use 
an  insurance  company.  You  can 
set  up  a  trust,  run  by  yourself  as  a 
trustee.  This  is  an  SSAS,  which  is 
essential  for  a  company  spending 
around  520,000  or  more  on  direc- 
tors' pensions. 

8  When  you  retire,  check  the 
price  of  pensions  with 
other  companies 

When  they  retire,  most  people 
take  the  maximum  proportion  of 
their  retirement  savings  as  cash  - 
often  a  quarter.  The  balance  of 
your  savings  must  provide  an 
annual  pension  for  you  and  your 
spouse  for  the  rest  of  your  life. 
This  is  normally  done  by  pur- 
chasing a  pension  from  an  insur- 
ance company. 

You  are  not  obliged  to  buy  your 
pension  from  the  same  company 
that  looked  after  your  retirement 
savings.  You  can  move  your 
money  to  whichever  insurance 
company  offers  the  best  deal. 

The  cost  of  buying  pensions 
also  varies  greatly  from  time  to 
time.  When  interest  rates  are 
low,  pensions  are  expensive  to 
buy,  and  vice  versa. 

Recent  developments  have 
overcome  this  problem.  If  you 
have  a  company  SSAS,  you  may 
not  need  to  purchase  your  pen- 
sion until  you  are  75.  You  draw 
your  pension  each  year  out  of  the 
trust  fund  without  disturbing  the 
investments.  It  is  then  easy  to 
wait  until  interest  rates  are  higher 
and  pension  costs  are  lower. 

9  Income  withdrawal 
policies  give  you  a  better 
chance  of  maximum 
benefits 

A  similar  flexibility  is  now  avail- 
able for  personal  pensions.  Since 
the  Finance  Act  1995,  'income 
withdrawal'  personal  pensions 
offer  the  same  advantage.  Rather 
than  buying  the  pension  when 
you  retire,  you  can  put  this  off 
until  you  are  75,  while  drawing  a 
regular  income  from  the  fund. 

10  Directors  with  sufficient 
pensions  can  make 
flexible  savings  with 
Funded  Unapproved 
Retirement  Benefit 
Schemes'  (FURBS) 

FURBS,  although  not  well 
known,  are  unapproved  pension 
schemes.  Companies  were  first 
allowed  to  set  these  up  in  1989. 


FURBS  are  for  people  who 
want  some  tax  advantages  while 
they  save  for  retirement,  but  who 
do  not  want  to  commit  the 
money  to  a  pension.  Such 
schemes  are  becoming  popular. 
All  the  benefit  can  be  taken  as 
cash  on  retirement.  Although 
FURBS  are  not  the  best  way  of 
providing  income  when  you 
retire,  they  are  a  flexible  addition 
for  those  who  have  already  set 
up  adequate  pensions. 

If  you  want  to  set  up  an 
approved  trust  fund  (SSAS)  or  an 
unapproved  scheme  (FURBS), 
you  should  ask  your  accountant 
to  recommend  someone.  Most 
practising  accountants  should 
have  a  suitable  contact, 
Adrian  Waddingham  is  a  con- 
sulting actuary  at  Barnett 
Waddingham,  a  firm  of  accoun- 
tants. These  tips  comprised  a 
speech  he  made  to  pharmacists 
who  attended  a  series  of  finan- 
cial seminars  arranged  by 
Unichem  and  the  UK 200  Group 
of  accountants. 
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ADVERTISEMENT  FEATURE 


Today,  more 
couples 
plan  for  a 
healthy 
pregnancy 

The  new  Cantassium 
Foresight  range 
meets  the  demand 
for  pre-conceptual 
supplements. 

ALL  COUPLES  want  the  best  lor 
their  child  and,  increasingly, 
prospective  parents  are  searching 
for  a  vitamin  and  mineral 
supplement  which  is  suitable 
before  conception  and  during 
pregnancy. 

Research  as  far  back  as  the  1 970s 
suggested  that  women  who  take 
food  supplements  Ijave  bigger 
babies  which  are  less  at  risk  of 
illness.  Market  estimates  suggest 
that  the  whole  vitamin  and  mineral 
supplement  market  has  expanded 
year  on  year  by  around  nine  per 
cent,  while  the  market  for 
pre-conceptual  care  has  grown 
about  38  per  cent. 

Larkhall  Green  Farm,  a  leading 
manufacturer  of  vitamin,  mineral 
and  health  food  supplements,  is 
launching  the  Cantassium 
Foresight  range  for  couples 
planning  a  pregnancy. 

Available  to  chemists  nationwide, 
it  is  designed  to  offer  customers  a 
tailored  programme  of 
pre-conceptual  supplements  which 
allows  prospective  parents  to 
insure  against  an  inadequate  intake 
of  nutrients  through  the  diet. 

The  supplements  are  the  exact 
formulae  developed  and  researched 
by  Foresight,  the  Association  for 
Pre-Conceptual  Care. 

They  are  the  only  combination 
supplements  in  the  world  backed 
by  research  showing  positive 
results  in  the  areas  of  infertility, 
planning  for  pregnancy  (both 
partners)  and  pregnancy. 

Foresight  has  been  helping 
couples  to  have  healthy  babies  and 
to  overcome  unexplained  infertility 
since  1978.  Its  philosophy 
involves  simple  lifestyle  changes 
that  aim  to  optimise  health  and 
nutritional  balance  in  both  parents 
before  conception. 

The  range  will  be  strongly 
supported  by  a  consumer  press 
advertising  campaign  from 
Summer  1997.  A  public  relations 
campaign,  initiated  early  this  year, 
is  already  achieving  coverage 
across  the  national  daily,  Sunday 
and  regional  press  as  well  as 
women's  and  parenting  magazines 
and  will  continue  throughout  1997. 

"Cantassium  Foresight  Vitamins" 
offers  a  balanced,  nature-identical 
formula  of  key  vitamins  for  good 
health,  including  400mcg  Folic 
Acid,  as  recommended  by  the 
government  for  women  intending 
to  conceive. 

"Cantassium  Foresieht  Minerals" 


contains  200mg  calcium  as  well  as 
chromium,  iodine,  magnesium, 
manganese,  molybdenum, 
potassium,  selenium,  vanadium  and 
zinc,  which  are  all  essential  to  help 
ensure  optimum  nutritional  health 
for  both  parents  and  child. 

The  latest  addition  to  the  range  is 
"Cantassium  Foresight  Selenium+ 
AC&E",  which  contains  important 
antioxidants  that  are  needed  to 
neutralise  free  radical  molecules. 
This  is  an  important  supplement  for 
the  father  to  be,  as  high  levels  of 
selenium  are  concentrated  in  (he 
male  reproductive  system. 

The  range  also  offers  specialised 
formulae  under  the  supervision  of  a 
qualified  nutritionist  or  Foresight 
practitioner. 

They  include.  Foresight  Vitamin 
C  and  Garlic,  Foresight  Zinc  Plus. 
Foresight  Manganese  Plus. 
Foresight  Magnesium  Plus  and 
Foresight  Iron  Formula,  and  all  are 
available  to  pharmacies. 

The  Cantassium  range  of 
Foresight  supplements  offers  ideal 
formulae  for  anyone  wishing  to 
insure  against  dietary  deficiencies, 
by  taking  a  daily  multi-vitamin  or 
mineral  supplement. 

For  information  call  the  sales 
department  at  Larkhall  Green 
Farm  on  0181  8741130.  For 
nutritional  and  other  enquiries, 
call  Maria  Davies  or  Penny 
Crowther  on  0181  874  1130. 


Foresight 

MINERALS 


Foresight,  the  Association  for  Pre-Conceptual  Care,  has 
been  helping  men  and  women  who  have  difficulty 
conceiving  since  it  was  founded  in  1978. 

Its  research  has  produced  an  86  per  cent  success 
rate  for  couples  with  unexplained  infertility  as  well  as 
helping  prospective  parents  who  simply  want  to  give 
their  child  the  best  start  in  life. 

Foresight's  programme,  which  aims  to  make  both 
partners  as  healthy  as  possible  before  they  conceive, 
includes  simple  dietary  and  lifestyle  changes  as  well 
as  vitamin  and  mineral  supplements. 

In  an  ideal  world,  couples  should  consult  Foresight  practitioners  for 
their  full  analysis  and  recommendations  before  they  plan  to  conceive. 

However,  this  is  not  always  possible.  Pharmacists  should  suggest  the 
following  regime  four  months  before  planned  conception  and  continued 
through  pregnancy  and  breast  feeding  -  as  a  step  in  the  right  direction: 

•  Eat  more  fresh  fruit  and  vegetables,  at  least  five  portions  daily  and 
try  to  ensure  that  they  are  organic. 

•  Supplement  with  Foresight  Vitamins  and  Foresight  Minerals,  which 
have  been  developed  to  provide  essential  nutrients  for  men  and  women 
prior  to  conception  and  pregnant  and  lactating  women. 

•  Drink  only  filtered  or  still  bottled  water. 

•  Avoid  powerful  chemicals,  such  as  pesticides,  insect 
sprays,  paint  strippers  and  wood  treatments. 

•  Ask  your  GP  or  local  clinic  to  screen  for  STDs.  such 
as  Chlamydia.  Ensure  that  any  conditions  are  treated 
before  conception. 

•  Do  not  drink  alcohol,  smoke  or  take  street  drugs. 
Information  about  the  charity  Foresight  is  available 

by  sending  a  31  p  SAE  to:  Foresight,  28  the  Paddock. 
Godalming.  Surrey  GU7  1XD. 


LETTERS 


a  terrifying  prospect 

C&D  of  February  22  must  rank 
as  the  most  informative  and 
terrifying  for  a  long  time. 
@  Contractors  working  33  per 
cent  harder  for  29  per  cent 
less  income.  The 
Pharmaceutical  Services 
Negotiating  Committee 
bidding  for  a  4.5  per  cent 
increase. 

•  The  supposedly  most 
secure  computers  of  the 
United  States'  government  are 
insecure. 

•  New  computers  marketed 
to  facilitate  the  dispensing 
process  programmed  to  need 
increasing  numbers  of  key 
strokes  and  details  of  data 
input.  I  find  that  in  the 
operating  environment,  newer 
systems  slow  the  dispensing 
process  down. 

Today  I  am  invited  to  sign  a 
contract  to  pay  up  to  £289  a 
month  for  a  system,  then  I  can 
'surf  the  Net'  as  well.  'When?' 
is  a  question  unanswered  in 
the  proposal. 

Thoughts  flash  into  my 
mind  concerning  'moths 
circling  flames'  as  I  continue, 
year  in  year  out,  to  make 
intricate  scissor  cuts  to  foil 
strips  not  printed  with  days  of 
the  week. 

I  feel  particularly  slow- 
witted  as  I  see  multiples  and 
dispensing  doctors  issuing 
branded  ethicals  against 
generic  prescriptions  (when  I 
would  need  a  78  per  cent 
discount  to  engage  in  this 
procedure),  and  others 
providing  monitored  dose 
systems  to  nursing  homes  for 
next  to  nothing. 

C&D  should  investigate  the 
economics  of  these  operations 
and  inform  its  readers,  or 
perhaps  it  is  a  project  for  the 
BBC.  The  current  state  of 
affairs  in  pharmacy  appears  to 
be  very  silly,  but  the  truth  is 
out  there  somewhere. 
G  J  Weaver 
Bath 


Stock  shortages  not  always 
down  to  manufacturers 

We  have  great  sympathy  with 
pharmacists'  plight  over  stock 
shortages  (Comment  C&D 
March  1)  and  increasingly  find 
ourselves  getting  involved 
directly  to  sort  out  these  so- 
called  shortages. 

We  are  ready  to  accept  the 
blame  when  it  really  is  our 
fault.  However,  we  receive 
more  and  more  calls  from 
pharmacists  who  have  been 
told  by  wholesalers  that 
'manufacturers  cannot  supply' 
for  products  that  are  in  stock 
and  that  there  is  no  supply 
problem  with. 

We  feel  particularly  vexed 
by  this  phrase,  which  is  used 
to  explain  genuine  supply 
problems  and,  it  seems,  with 
growing  frequency  as  an 
excuse  for  the  more  likely 
situation,  in  our  case,  that 
'wholesaler  forgot  to  order'. 

As  a  small  company  with 
relatively  recent  new  product 
introductions,  we  are 


particularly  exposed  to  'out  of 
stocks'  when  demand  moves 
upward.  With  the  technology 
available  and  intelligent 
human  intervention,  this 
should  be  rare.  Is  it  that 
wholesalers  are  running  too 
lean  on  stocks  and  that  there 
is  no  cushion  in  the  system? 

Whatever  the  answer,  both 
manufacturers  and  wholesalers 
have  an  obligation  to  tell  the 
truth  and  certainly  not  to  pass 
the  buck.  We  like  that  as  little  as 
your  readers! 
T  J  Lovett 

Managing  director,  Euroderma 

No  misinterpretation  ,„ 

I  refer  to  the  letter  from  David 
Massam  of  the  Prescription 
Medicines  Code  of  Practice 
Authority,  which  appeared  in 
your  issue  of  February  22. 

There  has  been  no  misinter- 
pretation on  my  part,  as  Mr 
Massam  has  stated.  The  issue 
is  quite  clear:  the  Association 
of  the  British  Pharmaceutical 
Industry,  as  a  non-statutory 
body,  has  no  mandate  to 


Eighteen  months  of  hard  work  has  paid  off  for  CP  Pharmaceuticals 
with  the  presentation  to  it  of  an  Investors  in  People'  award.  The 
company,  which  announced  last  week  that  it  is  to  float  on  the  Stock 
Exchange,  worked  with  Business  Advance  and  the  North  East  Wales 
Training  and  Enterprise  Council  to  achieve  the  standards  required. 
Pictured  at  the  presentation  are  (I  to  r):  Kay  Walley,  CP's  personnel 
manager;  Steve  Rogers,  an  employee  and  member  of  the  Trade  & 
General  Workers  Union;  Bill  Morris,  general  secretary  of  the  T&GWU, 
who  handed  over  the  award;  Peter  Hitchmough,  a  fitter  at  CP  and  also 
a  T&GWU  member;  and  Graham  Williams,  training  and  safety  manager 


control  or  supervise  the 
promotion  of  medicines. 

The  PMCPA's  system  of 
sanctions,  fines  and  limited 
membership  suspensions  are 
inadequate  in  serious  cases  of 
promotional  transgression  by 
drug  companies. 

A  responsible  body, 
especially  one  seeking  to 
clothe  itself  with  an  ostensible 
authority,  has  a  duty  to  refer  a 
breach  of  statute  to  the 
regulatory  authority,  whether 
or  not  those  in  breach  have 
paid  a  'fine'  or  'levy'  to  the 
non-statutory  trade  body. 
Dr  P  A  Vane 
Twickenham 

A  move  backwards? 

The  latest  American  Food  & 
Drug  Administration  proposal 
to  ban  the  sale  of  terfenadine 
on  the  grounds  that  its 
benefits  no  longer  outweigh 
its  risks  poses  a  problem  for 
those  of  us  at  the 
counterprescribing  interface. 

Many  pharmacists  saw 
terfenadine  as  the  panacea  for 
hayfever  patients,  and  viewed 
the  publication  of  its  contra- 
indications with  dismay.  They 
also  took  heed  of  the  media 
criticism  that  we  asked  too 
few  questions  and  rarely 
blocked  purchases. 

With  spring  and  its 
associated  allergic  rhinitis  just 
around  the  corner,  what  are 
we  going  to  recommend  now? 

My  fear  is  that  the  potential 
purchasers  of  second- 
generation  antihistamines 
may  find  that  their  requests 
are  met  with  older-generation 
products  that  can  impair 
driving,  interact  with  alcohol 
and  produce  sedation. 

That  would  be  a  retrograde 
step  because  there  is  another 
solution.  Pharmacists  are  the 
custodians  of  OTC  topical 
steroids.  Does  it  not  make 
sense  to  apply  a  safe  and 
effective  remedy  to  the  site 
affected  by  the  condition? 
J  Clitherow 
Liverpool 


REGISTRATION  FORM  (COMPLETE  CLEARLY  IN  BLOCK  CAPITALS) 


Fill  in  your  name  (as  you  wish  il  to  I  enclose  a  cheque  to  Miller  Freeman:- 

appear  on  the  CiCPM. )  CICPM part  l  SI  17.50  (inc  VAT)  .,..(& 

Forename   CICPM  part  2  £235.00  (inc  VAT)  . . . .  (S 

CICPM  parts  1&2  £323.13  (inc  VAT)  (S 


(all  nihrr  initials  as  registe 
wilh  Ihr  RPSGB  „r  I'SNI) 


Total 


) 


Surname  

Registration  No:  RPSGB. 

PSNI:... 

Pharmacy  address  


Send  i  heques  and  forms  io  Sue  Cheeseman/Claire 
Newman,  Miller  Freeman.  Pharmacy  Group  Special 
Projects.  Sovereign  Way.  Tonbridge.  Kenl  TN9  1  RW 
(tel  III  732  364422). 

Additional  soi^le  module  copies  al  £4.00  per  module 

(plus  VAT  ut  tn.OO).  Hill  I  if  jv.olal.le  onl)  hi  (Jienosl 
&  Druggist  subscribers  or  registered  Community 
Pharmacy  readers  from  Miller  Freeman  (Full  set 
£40.00  plus  VAT  of  £5.96). 


<  bounty  

Tel  no  

Fax  number 
E  Mail  


Postcode 


All  you  and  your  business  needs  -  The  Certificate 
in  Community  Pharmacy  Management... 

...produced  in  association  with  The  School  of  Pharmacy,  The  Queen's 
University  of  Belfast,  from  Chemist  &  Druggist  and  Community  Pharmacy, 
supported  by  Smithkline  Beecham  Consumer  Healthcare  (PharmAssist) 


How  to  register 


The  ten  modules  for  the  first  half  of  the 
course  will  come  free  to  UK  pharmacies 
through  either  Chemist  &  Druggist  or 
Community  Pharmacy  (see  insert  with 
this  module  in  this  issue  for  full  details). 

Pharmacists  aiming  to  complete  CiCPM 
must  register  with  Miller  Freeman  and 
pay  a  fee  of  £100  to  cover  the  first  half 
of  the  course.  (Registrants  must  sub- 
scribe to  C&D  or  be  on  Community 
Pharmacy's  mailing  list.)  The  ten  mod- 
ules provide  50  hours  of  learning,  or 


half  the  100  hours  needed  for  the 
CiCPM.  The  fee  covers  project  admin- 
istration, registration  and  telephone 
marking,  and  three  progress  reports. 

Pharmacists  who  wish  to  proceed  to 
second  50-hour  project  stage  must  have 
registered  with  Miller  Freeman  for  the 
module  component.The  second  stage 
attracts  a  fee  of  £200  to  cover  course 
preparation,  marking,  access  to  a 
course  tutor  and  certification  by  QUB 
Pharmacists  registering  for  both  parts 
simultaneously  can  save  £25. 


BUSINESS  NEWS 


Novartis  OTC  extensions 


Novartis  will  launch  OTC  line 

extensions  III  the  I  K  during  the 

autumn  to  lift  relatively  flat  sales. 

While  Novartis'  European  OTC 
sales  rose  5.5  per  cent  last  year, 
they  remained  "stable"  at  Sfr80- 
90  million  in  the  UK,  which  is  its 
fourth-biggest  European  OTC 
market.  (The  group's  OTC  sales 
were  also  Hat  in  (iermany  and 
the  US,  where  it  is  negotiating  to 
11  about  14  brands. ) 
Alain  Bonta,  Novartis  Con 
sumer  Health  president  for 
Europe,  the  Middle  East  and 
Africa,  admitted  it  could  do  bet- 
ter in  the  UK.  "That's  [last  year's 
>erformance]  relatively  disap- 
pointing, but,  knowing  the  cate- 
gories we  compete  in,  it's  still  sat- 
isfactory," he  said 

Novartis  also  plans  to  intro 
luce  new  brands  in  the  UK,  and 
other  European  countries  better 
tailored  to  suit  demand  Last 
year,  the  group  conducted  a 
study  with  10, 000  European  con- 
sumers. Each  one  kept  a  diary,  in 
which  they  wrote  down  all  the  ill- 
nesses they  suffered  and  the 
hugs  they  took.  "Our  new  prod- 
uct developments  are  being  influ- 
enced by  the  findings  of  these 
diaries,"  said  Mr  Bonta. 

That  research,  he  added, 
would  be  invaluable  in  gaining  an 
edge  over  Glaxo  Wellcome  and 
Smithklme  Beecham  in  the  UK. 

Fhe  only  way  we  can  be  really 
competitive  [against  these  com- 
panies! >s  by  understanding  our 
consumers  better  then  them."  he 
said. 

Meanwhile,  Novartis  is  review- 
ing its  OTC  strategy  to  identify 
which  brands  it  should  concen- 
trate on.  It  will  pick  them  soon 
liter  September,  when  its  review 
has  been  completed. 

Its  best-performing  ( >T( ' 
brands  include  Neocitran,  whose 
sales  grew  35  per  cent;  Maalox, 
up  10  per  cent;  and  ( Hrivine,  up  9 
per  cent  . 
The   company's   OTC  plans 


Looking  for  more  growth  this  year 
(I  to  r):  Dr  Daniel  Vasella, 
Novartis'  president;  and  Dr  Alex 
Krauer,  its  chairman 

came  as  it  unveiled  its  first  full 
year  results.  Novartis  Life  Sci- 
ences' sales  (comprising  its 
healthcare,  nutrition  and  agri- 
business divisions)  rose  S  per 
cent  to  Sfr27.599  billion 
(£11.92bn)  last  year. 

Novartis  said  that  growth 
reflected  higher  volumes  and 
better  prices.  Its  acquisitions  and 
divestments  were  completed  late 
m  die  year  and  had  no  significant 
impact  on  this  growth. 

Its  net  income,  excluding 
exceptional  items,  rose  2  per 
cent  to  Sfr4.175bn  (Sl.80.ilm ). 

However,  if  exceptional  items, 
such  as  the  merger  costs  and  I  he 
preparation  needed  to  sell  Ciba 
Specialty  Chemicals,  are 
included,  the  company's  net 
income  drops  to  Sf2.304bn  (its 
divestments  during  the  year 
helped  to  cushion  the  impact). 

Dr  Daniel  Vasella,  president, 
said  its  profits  would  grow  tins 
year,  but  he  would  not  be  more 
specific. 

1  >r  Alex  Krauer,  Novartis' 
c  hairman,  said  the  hard  part  of 
the  integration  was  over.  "Having 
absorbed  in  time  our  restructur- 
ing expenses,  we've  now  estab- 
lished a  solid  platform  for 
growth  in  1997  and  beyond,"  he 
said. 


Tins  yeai .  he  added,  \< ivartis 
should  achieve  60  pm  cent  of  the 
synergies  from  the  integration  of 
Ciba  and  Sandoz.  All  its  syner- 
gies would  be  realised  in  1999, 
saving  it  ab<  >u1  Sfr2bn. 

lis  hea It hca l e  sales  (consisting 
of  pharmaceuticals,  consumer 
health/OTC,  generics  and  Ciba 
Vision  eye  care  products)  grew  8 
pel  cent  to  Sfrlli. 272bn.  The  divi 
sion's  operating  income  grew 
nearly  7  pei  cent  to  Sfr3.900bn. 

The  division  is  dominated  bj 
pharmaceutical  sales,  which 
grew  7  per  cenl  to  Sfrl2  I84bn 
Sandiinnmn/Neoral,  a  treatment 
for  psoriasis,  is  the  group's  best- 
selling  drug,  with  sales  up  10  pei 
cent  to  Sli  l  r,121)ii.  Next  is 
Voltaren,  an  anti-rheumatic, 
although  its  sales  fell  8  per  cenl 
to  Sfrl.437bn. 

The  company's  star  perform- 
ers include  Lescol,  which  seeks 
lo  reduce  cholesterol,  and  whose 
sales  leapt  79  per  cent  to 
Sfr460m;  and  Lamisil,  a  drug  for 
dermatomycosis,  whose  sales 
rose  50  per  cent  to  Sfr558m. 

Its  consumer  health  sales, 
meanwhile,  rose  2  per  cent  to 
Sfrl.651bn;  while  those  of  gener- 
ics grew  10  per  cenl  to 
Sfrl.231bn 

The  group  spent  Sfr2. 139bn  on 
research  and  development  for 
healthcare,  equivalent  to  15.2  per 
cent  of  its  sales,  and  said  its  R&D 
expenditure  over  the  next  few 
years  would  be  about  17-19  pei 
cent  i  if  its  sales. 

Novartis  is  handling  85  new 
product  projects  and  expects  to 
launch  29  over  the  next  three 
years.  Leading  projects  include 
NDD  004,  a  treatment  foi 
Alzheimer's  disease;  Starlix  for 
diabetes;  Zelmac,  which  is  in  its 
Phase  II  stage  and  is  for  irritable 
bowel  syndrome;  and  PSC  833, 
an  anti-cancer  drug  that  is  said  to 
be  the  first  to  help  patients  who 
have  become  resistant  to  exist 
ing  cancer  drugs. 


feather'  to  stock  or  not 


9M 


The  Weather  Initiative,  a  busi- 
ness unit  of  the  Meteorological 
Office,  has  launched  the  largest- 
ever  programme  to  reveal  the 
influence  of  the  weather  on 
Britain's  shopping  habits. 

Mild  weather  affects  the 
demand  for  cold  cures.  Sales  are 
also  affected  by  temperature 
extremes.  Sales  of  toilet  tissue 
soar  during  cold  weather  w  hen 
cold  sufferers,  with  no  handker- 
chiefs, reach  for  the  loo  roll  for 
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runny  noses.  And  likewise  in  the 
hayfever  season. 

Companies  will  be  able  to 
receive  demand  forecasts,  rather 
than  weather  forecasts,  for  the 
first  time,  which  can  cut  predic- 
tion errors  in  demand  by  as  much 
as  half,  says  head  of  the  Weather 
Initiative  Viv  Ballentine. 

In  the  next  year,  it  plans  to 
extend  the  number  of  product 
lines  that  it  analyses  from  40  to 
1,000.  New  categories  include: 


analgesics,  anti-diarrhoeals,  arti- 
ficial sweeteners,  body  sprays, 
decongestants,  deodorants,  fac- 
ial tissues,  first  aid  dressings, 
hair  styling  products,  handwash 
products,  indigestion  remedies, 
laxatives,  shaving  implements, 
shampoos,  soaps,  sun  prepara- 
tions, and  vitamins,  minerals  and 
supplements. 

Anyone  interested  in  the  ser- 
vice should  contact  the  Weather 
Initiative  on  01344  856817. 


Lloyds  bid  costs  hit 
Unichem  profits 

Unichem  pre-tax  profits,  before 
exceptional  costs,  rose  8.3  per 
cenl  to  S53.5  million  on  a 
turnovei  < 4  SI.  178  billion  fi >i  the 
year  to  December  31. 

However,  the  group's  unsuc- 
cessful Lid  foi  Lloyds  ( 'hemists 
resulted  in  exceptional  costs  of 
£  13.2m  at  pre  lax  level.  Financing 

COStS  from  lis  9.9  pel  cenl  slake  III 

Lloyds  added  S  1  9m  to  the  excep 
tionals,  although  I  nichelii  made 
a  net  profit  ofS2.9m  when  il  sold 
that  stake. 

Taking  into  account  the  excep 
tional  costs,  pre-tax  profits  fell 
18  1  pei  ceni  io  s  id  3m,  com 
pared  wilh  those  of  1995. 

The  group's  core  wholesale, 
retail  and  Portuguese  divisions 
performed  well. 

Its  wholesale  division's  sales 
rose  5  per  cenl  to  S1.328bn. 
Unichem  said  the  div  ision's  costs 
were  being  reduced  by  its 
improved  warehouse  operations 
and  systems.  But  I  hose  gains 
were  partly  offset  by  a  reduction 
in  its  gross  margins,  due  to 
changes  in  its  sales  mix  and  the 
relatively  lower  growth  in  sales  of 
its  higher-margin  OTC  products. 
Like  for  like,  its  medicine  sales 
grew  7  per  cenl.  reflecting  the 
loss  of  business  when  its  new 
centralised  ( >TC  depot  developed 
problems  in  early  1995. 

During  the  second  half  of  last 
year,  its  medical  business  grew  9 
percent,  compared  with  the  same 
period  in  1995,  and  the  company 
said  growth  had  accelerated 
towards  the  end  of  the  year  and  in 
January. 

Jeff  Harris,  Unichem's  chief 
executive,  said  the  latest  figures 
suggested  ils  wholesale  division 
was  back  on  the  right  track.  Sales 
in  January  and  February  were  up 
10  per  cenl  on  those  over  the 
same  period  last  year. 

The  company's  improved  ser- 
vice levels,  he  added,  were  w  in- 
ning back  some  of  the  market 
share  it  had  lost.  The  division's 
operating  profits  grew  5  per  cent 
toS40.9m  last  year  and  its  operat- 
ing margin  remained  level  at  .'COS 
per  cent. 

Moss  Chemists  increased  its 
sales  by  18  per  cent  to  &240m, 
while  its  operating  profits  r< ise  27 
per  cent  to  S15.6m.  Strong  divi- 
sional management,  said  the 
group,  increased  the  c  hain's  oper- 
ating margins  to  6.32  per  cent. 

Uncertainty  over  the  Lloyds  bid 
meant  that  Moss  acquired  only  41 
pharmacies  last  year.  It  now  has 
459. 

Unichem  said  the  performance 
of  its  core  activities,  combined 
with  its  European  wholesale 
interests  and  pre-wholesaling 
venture,  made  it  confident  about 
the  future. 
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New  JIC  scales  for 
staff  from  April  7 


2  Special  Relief 


The  National  Joint  Industrial 
Council  for  Retail  Pharmacy 
( England  and  Wales )  has  agreed 
the  new  rates  of  pay  to  operate 
from  April  7. 

The  changes  to  the  1996 
Agreement  are: 

@  an  increase  of  S3. 41  a  week 
raises  the  minimum  Provincial 
Shop  Assistant's  wages  from 
£121.82  to  £125.23.  This  repre- 
sents an  increase  of  2.8  per  cent, 
which  will  also  apply  to  the  rates 
for  Junior  Shop  Assistants 


•  minimum  rates  for  Dispensing 
Assistants  will  also  be  increased 
by  2.8  per  cent 

•  Special  Relief  has  been  lifted 
to  £5,125 

•  the  Council  has  agreed  to 
review  the  implications  of  the 
Working  Time  Directive  once  the 
\'K  Government  has  imple- 
mented legislation. 

The  new  wage  rates  and  condi- 
tions are  based  on  a  normal 
working  week  consisting  of  39 
hours. 


1  Dispensing  Assistants  and  Shop  Assistants 

Minimum  weekly  rates  from  week  commencing  April  7 


Dispensing  Assistants 

Age  London 

20  £136.79 

21  £140.30 


Provincial 

£135.99 

£139.46 


London 

£81.79 

£94.40 

£106.92 

£125.79 


Provincial 

£81.39 

£93.92 

£106.44 

£125.23 


PHARMACISTS 


The  Dispensing  and  Shop  Assistants  Agreement  permits  an  employer 
providing  an  essential  pharmaceutical  service  and  who  is  suffering 
special  economic,  financial  or  trading  difficulties  to  apply  for  authority 
to  pay  up  to  15  per  cent  lower  rates,  if  the  combined  NHS  and  counter 
turnover  is  less  than  £5,125  per  week. 


BAPW  warn  on  out  of  stocks 


In  little  over  a  year,  wholesalers' 
'in  stock'  percentages  have 
dropped  from  around  98  per  cent 
to  nearer  90  because  of  non- 
availability of  medicines  from 
manufacturers. 

Wholesalers  need  better  and 
faster  information  on  likely  stock 
problems  so  that  they  can  man- 
age existing  stocks  more  effi- 
ciently, said  Jeff  Harris,  chairman 
of  the  British  Association  of 
Pharmaceutical  Wholesalers. 

Speaking  on  Monday  at  the 
Association's  annual  dinner,  Mr 
Harris,  also  chief  executive  of 
Unichem,  said:  "I  can  understand 
that  manufacturers  are  reluctant 
to  broadcast  that  they  are  out  of 
stock,  but  the  situation  is  now 
serious  enough  with  some  prod- 
ucts for  patients  to  be  denied 
their  regular  medicines." 

Pharmacy  stock  levels  have 
been  sharply  reduced  in  recent 
years,  and  now  the  cost  of 
finance  is  forcing  wholesalers 
along  the  same  path. 

"Five  year  s  ago,  Unichem  held 
nearly  30  days'  stock  of  medi- 
cines. Today  we  hold  fewer  than 
15  days  and  our  target  for  1998  is 
ten.  With  these  fine  tolerances, 
there  is  no  point  in  manufactur- 
ers telling  pharmacists  the  situa- 
tion has  been  resolved  -  there 
will  simply  be  nowhere  to  hide," 
he  warned. 

The  packaging  trial,  using  stan- 
dard re-usable  containers  to 
move  stock  between  manufac- 
turers and  wholesalers  in  a  bid  to 
cut  packaging  waste,  is  to  begin 
soon,  said  Mr  Harris. 

Healthcare  Logistics  is  to  con- 
duct the  trial  with  1 1  manufactur- 
ers and  nine  wholesalers,  includ- 
ing Boots. 

Competition  within  the  whole- 
sale sector  is  as  keen  as  ever, 
although  Mr  Harris  hoped  that 
"the  level  of  discount  lunacy 
might  abate". 

But  he  warned  that  the  only 


way  to  survive  is  to  improve  effi- 
ciency yet  further.  Automatic 
picking  systems  are  now  being 
installed  by  many  regional 
wholesalers.  "Without  such  inno- 
vation, we  may  eventually  have 
to  compromise  service  because 
of  the  pressures  of  costs  and  the 
inexorable  increase  of  traffic  in 
all  our  conurbations." 

The  BAPW  has  set  up  a  work- 
ing party  with  associate  mem- 
bers to  explore  the  benefits  of 
electronic  trading.  Wholesalers 
have  been  slow  to  follow  the  lead 
of  manufacturers,  said  Mr  Harris. 

He  lent  the  BAPW's  support  to 
the  campaign  to  retain  Resale 
Price  Maintenance.  RPM  is  just 
one  of  the  issues  facing  the  retail 
pharmacy  network.  The  network 
is  essential,  said  Mr  Harris, 
although  there  may  be  some 
agreement  that  pharmacy  num- 
bers need  to  be  marginally 
reduced,  but  in  a  controlled  way. 

"I  fear  that  the  threat  to  RPM, 
the  increased  pressure  from 
supermarkets,  the  Department  of 
Health's  heightened  interest  in 
discount  levels  -  all  these  pres- 
sures may  bring  about  the  reduc- 
tion of  the  pharmacy  estate  in  an 
uncontrolled  way." 

Responding  to  concerns  about 
the  out  of  stock  problem,  Peter 
Reid,  chairman  of  the  Associa- 
tion of  the  British  Pharmaceuti- 
cal Industry,  said  the  feasibility 
of  an  "early  warning  system" 
needed  to  be  explored. 

But  he  warned  that  industry 
rationalisation  is  likely  to  lead  to 
an  increase  in  the  problem  rather 
than  a  diminution. 

A  number  of  pharmacy  clo- 
sures can  be  expected  in  the  near 
future,  warned  National  Pharma- 
ceutical Association  director 
John  D'Arcy.  The  closure  rate  is 
masked  by  multiple  acquisitions. 
Many  small  pharmacies  are  sell- 
ing out  to  multiples  which  are 
relocating  the  contracts. 


COMING  EVENTS 


TUESDAY,  MARCH  25 

Northern  Scottish  Branch, 
RPSGB 

Craigmonie  Hotel,  Annfreld 
Road,  Inverness,  8.00pm.  Discus- 
sion of  motions  for  Branch  Rep- 
resentatives' Meeting. 
Leicestershire  Branch,  RPSGB 
Clinical  Education  Centre, 
Leicester  Royal  Infirmary,  7.00 
for  8.00pm.  'Practical  examples 


of  evidence-based  pharmacy 
using  commonly  prescribed  OTC 
medicines'. 

WEDNESDAY.  MARCH  26 

Slough  and  District  Branch, 
RPSGB 

John  Lister  Postgraduate  Med- 
ical Centre,  Wexham  Park  Hospi- 
tal, 7. 15  for  8.00pm.  'Herbal  med- 
icine' by  Dr  Peter  Houghton, 
King's  College,  London. 
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Appointments  £26  P.S.C.C.  +  VAT  minimum  3x  I 
General  Classified  €24  P.S.C.C.  +  VAT  minimum  3x2 
Box  Numbers  £12.00  extra.  Available  on  request. 
Copy  date  4pm  Tuesday  prior  to  Saturday  publication. 
Cancellation  deadline  1 0am  Friday:  one  week  prior  to  insertion  dale 
All  cancellations  must  be  in  writing.  Contact  Lucy  Reynolds  or 
Michelle  Edmonds. 


Chemist  and  Druggist  (Classified),  Miller  Freeman  PLC, 
Sovereign  Way.  Tbnbridge,  Kent  TN9  I  RW 
Tel:  (M  732  377222  Internet:  http://www.dotpharmacy.com/. 
ALL  MAJOR  CREDIT  CARDS  ACCEPTED 
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APPOINTMENTS 


THE  UNIVERSITY  OF  LEEDS 

SCHOOL  OF  HEALTHCARE  STUDIES 

DIVISION  OF  ACADEMIC  PHARMACY  PRACTICE 

PROJECT  PHARMACIST  FOR  DEPARTMENT  OF  HEALTH  FUNDED 

COMMUNITY  PHARMACY  STUDY  (PART-TIME) 

This  pail.-tinu'  post  (O.ofte)  is  available  immediately  for  a  fixed  period  of  one  year  to  co-ordinate  the  Department  of 
Health  funded  study;  'Community  Pharmacists  providing  adherence  (compliance)  support  to  at-risk  patients'.  It  is  a 
joint  study  with  Leeds  Health  Authority  in  which  five  community  pharmacists  will  use  their  PMRs  to  identify  patients 
most  at-risk  of  non-adherence,  visit  them  at  home  and  draw-up  a  multi-professional  action  plan.  The  appointee  will 
manage  the  project  day-to-day,  provide  ongoing  support  to  the  pharmacists,  co-ordinate  data  collection  and  conducl  a 
domiciliary  interview  with  all  patients  at  the  end  of  the  study.  There  may  be  the  opportunity  for  the  appointee  to 
register  for  a  higher  degree. 

Applicants  should  be  registered  pharmacists  with  good  clinical  skills  and  experience  of  working  in  the  community 
set  t  ing.  They  must  have  a  full  driving  licence  and  their  own  car. 

Salary  will  be  on  the  scale  for  Other  Related  Staff  grade  2  (SI 7, 606-522,785  p.a.  pro  rata)  or  grade  3  (523,65)1-527,985 
p. a.  pro  rata)  according  to  qualifications  and  relevant  experience. 

Informal  enquiries  about  the  post  may  be  made  to  Dr  Theo  Raynor,  Head  of  Division  of  Academic  Pharmacy  Practice, 
tel  0113  292  6737  or  Mrs  Liz  Taylor,  Community  Pharmacy  Facilitator,  Leeds  Health  Authority,  tel  0113  25)5  2002. 

Application  forms  and  further  particulars  may  be  obtained  from  the  Personnel  Office,  The  University  of 
Leeds,  Leeds  LS2  9JT.  Tel  0113  233  5771,  e-mail  s.m.hartley@registry.leeds.ac.uk.  Details  may  also  be 
downloaded  from  the  World  Wide  Web  address  http://www.admin.leeds.ac.uk/jobadverts/index.html.  In  all 
enquiries  please  quote  the  reference  number  77/31. 

Closing  date  for  applications  12  April  1997. 

The  University  of  Leeds  promotes  an  Equal  Opportunities  Polic  y. 


PORTSTEWART,  NORTHERN  IRELAND 


PHARMACIST  MANAGER  REQUIRED 

with  ,m  established  record  in  retail  pharmacy  and  proven  business  acumen 
for  a  long  established  independent  business 

Excellent  patient  consultation  skills  a  pre-requisite 
Experience  ol  aetivel)  marketing  OTC  products  and  the  ability  to  communicate 
within  a  friendly  team  environment  are  essential 

A  competitive  package  including  a  significant  target  related  bonus  is  available  tor  a 
quality  professional  with  the  commitment  to  drive  and  expand  the  business 
Please  write/tax  in  total  confidence  enclosing  a  detailed  CV  and  covering  letter, 
quoting  Chemist  and  Druggist 


chemist 


Nigel  Goodall,  Director,  Donagrn  Chemist.  Mussenden  House,  Pool  Bank. 
Otley,  West  Yorkshire,  LS21  IRS  Tel:  (011321  S43232  Fax:  [(111321  8437711 


Generics  Experience??? 


,  mmm  n  nj-nTiTiTiHiiTi-UH  iiihhiumk 

Our  Client  is  a  ma|or  part  of  a  £4  Billion  Group,  involved  in  the  Pharmaceutical. 
Ethical.  OTC  and  Generics  market  place,  whose  turnover  continues  to  grow 
significantly.  As  a  result  of  continued  business  development,  they  are  now  looking 
for  a  top  flight  sales  person  to  move  into  their  first  management  role  and  wish  to 
make  the  following  appointment:- 

Accounts/Sales  Manager 

Competitive  Salary  +  Car  +  Bonus 

Based:  Midlands 

Responsible  for  ma|or  accounts  and  managing  a  small  team  of  sales  executives  to 
achieve  personal  and  company  ob|ectives. 

Candidates  should  he  energetic,  hungry,  dynamic,  successful  and  looking  to 
develop  their  career. 
Interested'  Send  CV  to: 

John  Landers  Consultants,  522  Blackburn  Rd..  Bolton  BL1  8NW 
Tel:  01204  309555  (24hrs)  Fax:  01204  309595 
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APPOINTMENTS 


EDMONTON  N18 

Long  term  Saturday  locum  & 
lull  time  Pharmacist  required. 
Good  supporting  staff  &  usual 
benefits. 
Please  call: 
0181  807  1467  daytime 
0181  888  1156  evenings 


McKeagney  Chemists 
Pharmacist  Required 

Lurgan  &  Portadown  area. 
Reply,  enc.  CV  to 
Sheelin  McKeagney, 
10  Edward  Street,  Lurgan  BT66  61)B 

We  are  an  equal 
opportunities  employer 


PURLEY  (SURREY) 

Part-time  Pharmacists  required  for 
busy  instore  pharmacy. 
E14/hr  8am -6pm 

£15/hr  6pm -10pm 

E22/hr  Sundays 
Ideal  tor  Job-Sharing 

Contact  S.  Amin 
Day  0181-660  0093 
Eve  01 81 -660  4443 


NOTTINGHAM 

Full  time/Part  time  Pharmacist  required 
to  work  Mon-Fri.  no  weekends, 
accommodation  available  Excellent 
trained  supporting  staff 
Please  telephone 
01  15  94554I2 (day) 
or  Oil  5  923  I  844  (after  6pm| 
or  apply  with  C  V  to  Ladybay  Pharmacy, 
1 45  Trent  Boulevard,  Westbridgeford, 
Nottingham  NG2  5BX 


LONDON  NI2 
DISPENSING  TECHNICIANS 

Unique  opportunity  for  experienced 
dispenser/technician  to  join  small  team 
at  our  Health  Centre  Pharmacy  in 
London  Nl2.  Good  communication 

skills  essential, 
l  ull  time  post  -  Mon-Fn  9am-6pm 
TEL:  0181  446  42(11 


CROSBY 
LIVERPOOL 

Pharmacist  Manager 

Newly  refitted  modern  shop. 
Minimum  paperwork. 
Full  time  or  part  time  |ob  share. 
Newly  qualified  welcome. 

EUROX  Ltd  Mr.  K.  LIU 
0151  708  0778 
Fax  0151  708  6420 


Pharmacy  Manager  required, 
modern  pharmacy,  four  and  half 
days,  good  supporting  staff,  salary 
by  negotiation.  Long  term  locum  & 
newly  qualified  considered. 

Contact  Mr  Raja, 
Monday  to  Friday  01204  394525, 
evenings  and  weekends  01204  861642 


COUNTY  CORK 

Pharmacist  required.  Five  day  week. 
No  night  work. 
Salary  £30,000  to  suitable 
candidate 
Contact  Katherine 
Tel:  00  353  25  84001 
Between  6-8  pm 


WEST  YORKSHIRE 

Manager  and  Second  Pharmacist 
required  for  rapidly  expanding 
business.  High  volume 
dispensing  and  patient 
counselling,  but  little  counter 
trade  and  no  cosmetics. 
Contact:  N.  Bowker 
01977  552695  or  0860  452633 


SOMERSET 

BURNHAM  ON  SEA 

Branch  manager  required  for  coastal 
pharmacy  of  independent  group. 
Normal  working  week.  Four  weeks 
holiday.  Good  supporting  staff. 
Excellent  remuneration  package  plus 
profit  share. 

Contact  Mr  Syed  on  01934  832062 
or  0378  231906. 


SUNDERLAND 

An  enthusiastic  Pharmacist 
required  to  manage  a  newly 
acquired  pharmacy.  Five  day 
working  week.  Normal  hours. 
No  rotas.  Salary  £28,000 
plus  bonuses. 
Please  phone: 
0I9I  567  5028  before  6.00pm 
and  0I9I  536  5882 
after  6.30pm 


Specialist  Medical 
Distribution  Co, 
East  London 

requires  young  pharmacist  manager 

who  is  committed,  hard  working  and 
flexible  Very  good  career  prospects  and 

excellent  salary  with  pension  and  car. 
Please  send  CV  to  W  Powell,  LE  West 

&  Co  Ltd,  Beeby  Road,  London  E16 
1QJ.  Or  telephone  0171  476  1644 

daytime  or  01962  713151  weekends. 


AGENTS 


AGENTS  REQUIRED 

One  of  Europe's  leading  producers  of  printed  carrier  bags  and  retail 
packaging  for  Chemists  are  looking  for  Agents  to  cover  the 
Independent  Pharmacies  in  the  UK.  We  have  a  very  competitive 
range  of  products,  far  cheaper  than  anything  else  available.  We  are 
looking  to  expand  with  Agents  who  have  an  existing  Customer 
base  within  the  Independent  sector. 

Good  rates  of  commission  paid  on  initial  and  repeat  orders. 
['Is.  write  in  the  first  instance  enclosing  your  product  range 
Geographical  Area  and  the  size  of  Customer  base. 
To  The  Independent  Retail  Packaging  Division: 
Mr.  Peter  Claydon 
Hearngrange  Trading  Limited 
Suite  202  Banderway  House 
156-162  Kilburn  High  Road 
London  NW6  4JQ 


RAMER  LTD 

Agents  required  to  call  on  Pharmacies  in  Cambs,  Norfolk, 
Suffolk,  Lines,  Notts,  Derbys,  Shrops,  Wilts,  Worcs, 
Gloucs,  South  Wales. 
Generous  commission.  Apply  in  writing  to  Ian  C.  Smith 
Ramer  Ltd,  Suite  30,  Craven  Court,  Glebeland  Road, 
Camberley,  Surrey  GU15  3BU 


LOCUMS 


1 

SERVICES 

Bimmghm  0121-233  0233 
Nwuitk  0191-233  0506 

.;. 

We  have  over  5,000  pharmacists 
registered  PLUS  experience  of 
handling  over  250,000  bookings 
NATIONWIDE! 

flmWffiT>l»  j  ,1-1  3  \'i  [riTMB 

MawkitH,  0161-766  4013 
'SlafftiU    0114-2699  937 

Edidwigk  0131-229  0900 
'Can/iff      01222  549174 

London       01892  515963 

Exetex,       01392  422244 

•  Provided  by  experienced  staff.  I 

•  Locum  bone-fides  checked.  I 

•  A  mobile  &  motivated  locum  pcM 

•  NATIONWIDE  COVERAGE.  I 
r  *  Pharmacist  staff  to  deal  with  I 

technical  issues.  M 
LEAVE  THE  WORRY  TO  ul 

SELF-EMPLOYED 
LOCUMS 

*  Are  you  familiar  with  self-assessment 
rules  starting  from  April  1996? 

*  Qualified  Accountant  provides  a  full 
accountancy/tax  service  for 
reasonable  rates. 

Tel:  0181  908  5006 
Mobile:  0958  408135 


LOCUMS 

Urgently  required  in 
South  Wales  &  Bristol  area 
o  Competitive  rates  of  pay 
•  Odd  days  & 
long  term  available 

Contact 

Capital  Support  Services 
Tel:  01222  540940 
Fax:  01222  549185 


MEKA  LOCUMS 

For  the  best  work  in  or  out  of  town 
Call:  0171  372  3399 
Tel/Fax:  0171  328  1880 
Mobile:  0958  350  602 

AND  REGISTER  NOW 
We  aim  to  give  you  a  first 
rate  service. 


V 


irect  Locums 

Pharmacist  locums  required  for  immediate  w&rk  ii 
S.W.  LONDON,  KENT.  ESSEX,  ILF0RD, 
READING  &  WORTHING 
Top  nationwide  coverage 
Call  0973  755556/0956  504291 
or  Fax  0181  875  0707/01895  622665 


Locums  Required  URGENTLY.  Long  &  Short 
term  Placements  Available  In: 
COLCHESTER;  IPSWICH;  MIDLANDS; 
DORSET;    SOUTH    COAST;  LEEDS; 
HULL;      BRADFORD;  NORWICH; 
CORBY  &  LEICESTER 
( Accom.  Provided  if  Req.).  Top  Rates  Of  Pay 
&  Expenses  Obtained.  Free  Registration 
CALL:  0181  863  8600 


ESSENTIAL  LOCUM 
SERVICES 
ELS 

Pharmacists,  locums  and  Technicians 
are  invited  to  register. 
•  Nationwide  coverage  • 
•  Competitive  prices  • 

Call  Sue  on  0121  444  0075 


1 


ST  CHOICE 
NEED 
STAFF? 


NATIONWIDE  SERVICE 
LOOKING  FOR  LOCUM  WORK? 

We  are  employing  Pharmacists  t  technicians  in 
Retail  *  Hospitals.  Free  reg,  top  rates  *  incentives 

Call  Now  0181  502  6349  (24  hrs) 


Are  you  looking  for  a 
Locum  to  help  out? 

Call  Chemist  & 
Druggist  to  find  that 
ideal  person. 
01732  377222 


BUSINESSES  FOR  SALE 


COMPUTER  SYSTEMS 


Please  write  or  telephone:  PUT  CHEMIST  &  DRUGGIST  TO  WORK.  LET  US 

Malcolm  Bayly  or  Andrew  Lane,  Moss  Chemists,  ADVERTISE  YOUR  PRODUCT  OR  SERVICE  TO 

Fern  Grove,  Feltham,  Middlesex  TW14  9BD.  OUR  DEDICATED  READERSHIP. 

Tel:  0181  890  9333  CALL  01732  377222  OR  FAX  01732  368210 


ALLIANCE  VALUERS 
&  STOCKTAKERS 


Telephone  (0 
CORNWALL 

Retirement  sale  of  unopposed  pharmacy  in  charming  coastal 
village.  Projected  turnover  PTE  3 1  May  1 997  £474,4 1 0.  GP  over 
27%.  NHS  items  average  3,013  per  month  Large  leasehold 
premises  with  sub-let  potential. A  rare  opportunity  to  combine 
i  substantial  income  with  a  wonderful  quality  of  life  Price  on 
application. 

WESTYORKS 

Retirement  sale  of  sole  village  pharmacy  trading  from  spacious 
leasehold  premises  occupying  prominent  corner  site  and 
fronting  main  crossroads.  Current  years  trading  indicates  T/O 
circa  £302.500  NHS  items  average  I.8S0  per  month  Modest 
overheads  and  good  real  potential  for  more  youthful 
proprietor  Offers  around  £65,000  for  GW/Fix  SAV 


1423) 508172 

STAFFS 

Retirement  sale  of  unopposed  mam  road  pharmacy  in  pleasant 
"village"  suburb.  Projected  T/O  FYE  30  April  1997  under 
management  £403.000  NHS  items  average  2.956  per  month 
Property  for  sales  freehold  (may  lease)  Offers  around 
£150,000  for  GW/Fix  plus  SAV 

S.LEICESTER 

Freehold  pharmacy  on  extensive  neighbourhood  parade 
fronting  main  road. T/O  FYE  31  December  1996  £444,451  GP 
26%  Current  trading  showing  rapid  growth  corresponding  to 
large  scale  local  residential  development  NHS  items  average 
3.300  per  month  Excellent  profits  Sale  by  way  of  Share  Transfer 
Offers  around  £  1 95.000  for  GW/Fix 


BUSINESSES  WANTED 


DIP 


LEWIS 


Expanding  chain  of  29  pharmacies  &  opticians  seeks  to  acquire  pharmacies  in 
excess  of  £400,000  turnover  in  London  &  South  East,  Home  Counties,  East 
Anglia,  Essex  &  berkshire.  FREEHOLD  PURCHASED.  For  a  quick  sale  please 
write,  telephone  or  fax  details  in  strictest  confidence  to: 
Kirit  Patel,  Day  Lewis  Pic 
Bensham  House,  324  Bensham  Lane,  Thornton  Heath, 
Surrey  CR7  7EQ 
Tel:  0181  689  2255.  Mobile  0860  484999  Fax:  0181  689  0076 


SELLING  YOUR  PHARMACY? 

Moss  Chemists  are  a  subsidiary  of  UniChem  PLC,  controlled  by 
Pharmacists  with  a  positive  professional  approach.  We  are 
expanding  rapidly  and  wish  to  hear  of  pharmacies  or  groups  of 
pharmacies  for  sale  throughout  the  UK  with  a  minimum 
turnover  of  £500,000. 

Freeholds  purchased. 


BUSINESSlink 


A  FREE  Service  for  Chemist  &  Druggist  Subscribers 


Alchemist  3000  PMR 

dispensary  system 
NEW  VERSION!!!!!! 

Prophet  2000  EPOS 
Intelligent  till  system 
Transform  your  business 


1st  for 
SER}  ICE 


We  use  our 
engineers 


\\e  deliver  & 
install  FREE 


CHEMTEC  SYSTEMS  I  I  I). 
The  Old  Police  Station,  Golden  Hill,  Leyland  I'RS  2NN 
Tel  (01772)  622839  TAX  (01772)  622X79 


jLO  ill: 

The  Professional 
Pharmacists' 
Most  Trusted 
&  Effective 
Systems 

IIUMI 

linn! 

HADLEY  HUTT 

COMPUTING 

Tel.01905  795335 

of  Hadley  Hutt's 

Electronic  Point-of-Sale 
&  Patient  Medication 
Record  Systems... 

POSHH  Checkout  &  PILLS 

Freepost  WR722  Worcester  WR9  9RB 

EXCESS  STOCK 


TRADE  LESS  25%+VAT  •  Chlorpromazine 
lOOmg  500  (exp  8/97),  Alu-cap  4x100  (exp 
7/99),  Sotacor  160mg  4x28  (exp  1/98),  Sucral- 
fate lg  100  (exp  9/98),  Selegiline  5mg3x.56  (exp 
1/98),  Monit  SR  3x28  (exp  10/98),  Zestnl  lOmg 
3x28  (exp  2/99),  Tenormin  25  4x28  (exp  8/99) 
Tel  0181  764  4812 

TRADE  LESS  33%+ VAT  -  5x60  Loron  520  (exp 
1/99).  6x20  Orap  4mg  PI  S3  per  20  Tel  01932 
842632 

TRADE  LESS  25%+VAT  •  Eprex  3000iu/03ml 
pre-filled  syringe  2x6x0  3ml  (exp  1/98).  Tel 
0121  4299150 

TRADE  LESS  25%+VAT  -  5  Depixol  low  volume 
200  inj.  54  Frumil  forte,  200  Lomten  5mg,  2 
Larnprene  lOOmg,  85  Orbemn  250mg,  22 
Rifadin  150mg.  50  Pronesryl  250mg  Tel  01386 
446244 

TRADE  LESS  30%+VAT  ■  Loceryl  nail  lacquer 
(exp  10/97)  S24  66  Trade  less  ,50%  ■  Betaloc 


9x28  (exp  6/97)  £2  33  per  box  Tel  01229 
821272 

TRADE  LESS  50%+VAT+POSTAGE  - 100  caps 
One  Alpha  lmcg  (exp  8/98),  100  Fenopron  600 
(exp  7/97),  100  Hydergine  1  5mg  (exp  6/98), 
3x90  Nootropil  SOOnig  (exp  7/99),  .54  caps 
Chenofalk  (exp  1/98)  Tel  01625  523059 

TRADE  LESS  25%+VAT  -  Magnapen,  Emflex. 
Epilim  chrono  500mg,  Cefaclor  250mg, 
Epanutin  25nig.  Ikorel  lOmg  Tel  0191  536 
4640. 

TRADE  LESS  30%+VAT  -  5x28  Fosamax  lOmg 
(exp  11/97),  56  Lederfen  CP  (exp  2/98),  2x100 
Megace  40nig  (exp  3/98),  100  Provera  400mg 
(exp  12/97),  4  Tnsequens  forte  (exp  11/97),  20 
Zofranf  exp  5/98)  Tel  0171-237  1193 

TRADE  LESS  30%+VAT  -  15x6  Tylex  efferves- 
cent (exp  6/97).  1x100ml  Risperdal  (exp  2/98). 

•  137  Manenx  200mg  (exp  .5/98).  Tel  01502 
740251 

TRADE  LESS  30%+VAT  -  2x60x2ml  Intal  neb 
sol  (exp  11/97),  24xlOOmg  Sandimmun  caps 
(exp  9/98).  2x10  Allevyn  adhesive 22  5cm  (exp 


3/99),  2x30  Conveen  unsheath  25mm  ref  5210 
(exp  8/99)  Tel  01.502  574721 

TRADE  LESS  25%+VAT  -  Mytnn  lOmg  tabs. 
Arythmol  300mg  tabs,  Remedeine  forte,  Pulmi- 
cort  0  5mg  respules,  Atrovent  250mg/ml  Neb 
solu,  Stenpod  blue  Tel  01766  830437 

TRADE  LESS  30%+VAT  -  2x37  5ml  Supraxsusp 
(exp  12/^7).  1x70ml  Klancid  paed  (exp  9/97), 
1x30  Migravess  (exp  7/97).  50Tnptafen-M  (exp 
4/97).  4  Sporanox  caps  (exp  4/97),  1x100  Alle- 
gron  lOmg  (exp  8/97),  100  Froben  5mg  (exp 
7/98).  100  Depixol  3mg  (exp  11/00)  Tel  01363 
77:30:30 

TRADE  LESS  20%+ VAT  -  Sectral  400mg  .3x28 
(exp  1/99),  Minocin  lOOmg  3x50  (exp  3/98). 
Fenbid  1x120  (exp  -5/99),  Suscard  3gxl00  (exp 
3/98),  Suscard  SgxlOO  (exp  .5/98).  Depixol  3 
tabs  3x100  (exp  8/00),  Imuran  24x220  (exp 
10/99).  Dalacin  C  15gxl00(exp  V00).  Damnum 
25gxl00  (exp  6/98),  Androcur  50gx86  (exp 
4/99).  Ubretid  5gx30  (exp  2/99).  Lodine  300mg 


caps x 60 (exp  10/97)  Tel  01292  312442 
TRADE  LESS  30%+VAT  -  TO  Retrovir  250mg 

caps  (exp  7/97)  Tel  0171-3814376 
TRADE  LESS  50%+VAT+POSTAGE  -  ,300 

Sinemet  275  (exp  5/97).  200  Sinemet  110  (exp 

1/99).  6x425g  Nutramigen  (exp 4/97)  Tel  0171- 

607  1054 

TRADE  LESS  40%+VAT+POSTAGE  - 15  packs 
f  20  Sten-Neb.  Ipratropium  nebs  5O0mcg/2ml 
(exp  6/97).  3x200ml  Co-Danthrusate  suspen- 
sion (normal) (exp 5/97)  Tel  0181-969  1657 

TRADE  LESS  30%+VAT+POSTAGE  -  Sandim- 
mun 50mg  1x30  (exp  5/99).  Celance  50mg 
2x100  (exp  10/97),  Procychdine  syrup). 
Roferon  A  9  million  iu  (exp  6/97).  Cellcept 
250mg 2x100 (exp  10/97)  Tel  0120361-3697 

TRADE  LESS  25%+VAT+POSTAGE  ■  28  Fos- 
amax, 25  Sanomigran  1  5,  80  Lederfen  300mg 
tabs.  84  Nonday.  40  Rimactane.  80  Mexitil  50, 
40  Eldepryl  5,  16  Dalacin  C150, 100  Colpemnn 
caps  Tel  0196:3  250259 


EXCESS  STOCK  CAUTION 

Pharmacists  are  responsible  for  the  quality,  safety  and  efficacy  of 
medicines  they  supply.  In  purchasing  from  sources  other  than 
manufacturers  or  licensed  wholesalers,  they  must  satisfy  them- 
selves about  product  history,  conditions  of  storage  and  so  on. 
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special  offers  on 
selected  items 
so  you  can. 


iND  SERVICES 


In  a  competitive  sector  like  the  independent 
chemists'  market,  one  sure-fire  way  to  increase 
your  sales  is  through  premium  discounted 
products  to  your  customers.  Which  is  why 
D.E.  Pharmaceuticals  supplies  them  to  you. 


Sp«i  offers 


N.  A.  9.5cm  x  9.5cm  (40s) 
35%  discount  £7.54. 


D.E.  Pharmaceuticals 


OMRx 

HOW 

to  INCREASE  your  PROFIT 
without 
INCREASING  your  Turnover? 

For  further  Details  On  a 

"New  Deal7 
from  SUPPLIERS 
to  CAMRx  Buying  Group 
Call  now  on  FREEPHONE 


0800  526074 

Mr.  R.  L.  Hindocha.  BPharm.MR  PharmS.FinstD. 
54/62  Silver  Street,  Whitwick,  Leicestershire  LE67  3ET 


The  Power 
of  Multiples. 
...the  Privilege 
of  Independence 

UK'S  fastest  growing 
buying  network  of 
1 ,000  independent 

pharmacists 
*  join  us  now  * 


Wish  to  become  a  member?     Nucare  pic 

Please  contact  us  Today.  447  Kenton  Road 

Harrow 

'clFC.  Middlesex  HA3  0XY 

Tel:  0181-732  2772 
Fax:  0181-732  2774 
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SHOPFI 

TTING9 

onurn 

1  1 IIVUO 

mdidite  pic 

TEL:  0181-841  4144 

FAX:  0181  841  8390 

MARCH  1997  SPECIAL 
KODAK  GOLD  FILM     nett    OFF  NEW 


PRICE 

TRADE 

GA  1  35x24  EXPS(IOOASA) 

1.48 

48% 

GA  135x36  EXPS(IOOASA) 

1.90 

46% 

GB  1  35x24  EXPS  (200ASA) 

1.79 

37% 

GB  135x36  EXPS  (200ASA) 

2.26 

36% 

GC  1  35x24  EXPS  (400ASA) 

2.21 

22% 

GC  135x36  EXPS  (400ASA) 

2.76 

22% 

KODAK  FUN  CAMERA 

3.19 

E&OE  GOOl >S  SUBJELT  TO  AVAILABILITY 
MEDIELITE  PLC 
BELVUE  BUSINESS  CENTRE 
UNITS  I6&17  BELVUE  ROAD,  NORTHOLT,  Ml  DUX  UR5  5QQ 
TEL:  0181  841  4144  FAX:  0181  841  8390 


J  I  |   |  A   VISUAL  MERCHANDISING 
AT  ITS  VERY  BEST 

1       •>    IV    |       Cif-'.irji i.-r- .  and  Manulaclurers  ol  Glass  Cube  f  Open  Frame  Displays 


Ji 


Cube  Arts  Lid,  Unil  D,  Mill  Green  Busmpss  Park  Mill  Grren  Rood. 
Mltcham,  Surrey  CR4  4HT  Tel:  0181-640  6114  Fax:  0181-640  4497 


CRESCENT 

SPECIALIST  PHARMACY  SYSTEMS 

CALL  THE  PHARMACY  REFIT 
SPECIALISTS 


#>  01376  -  515556 


VETERINARY  SERVICES 


YORKLI  E 


AWARD  WINNING  PHARMACY 
SHOPFITTING  SPECIALISTS 

Head  Office 


Nordia  House 
Seacroft  Industrial  Estate 
Coal  Road 
LEEDS  LS14  2AW 
Tel  0113  232  3478 


Scotland  Office 

Dirleton  House 

Dirleton  Lane 

ALLOA 

FK10  1NW 

Tel  01259  723131 


APPROVED  BY  THE  N.P.A. 


Free  entries  in 
"Business  Link" 
(maximum  30 
words)  are 
restricted  to 
community 
pharmacist 
subscribers  to 
Chemist  & 
Druggist.  No  trade 
advertisements  will 
be  permitted. 
Acceptance  is  at  the 
discretion  of  the 
Publishers  and 
depends  upon  space 
being  available. 
Send  proposed 
wording  to 
"Business  Link" 
using  the  form 
printed  alongside. 


VETCHEM 


PROMOTING  ANIMAL  HEALTH  THROUGH  PHARMACY 

Worried  about  decreasing  N  H  S.  margins'.'  Increase  your  retail  sales  by 
opening  up  a  pet  section  in  your  pharmacy,  concentrating  on  P  and  PML 

products.  Hull  help  given  with  suggested  planograms. 
Problems  obtaining  veterinary  medicines'.'  We  have  access  to  virtually  all 
veterinary  medicines 

Give  us  a  call 

Reynolds  &  Lewis.  Ferndene  Farm.  Bashley  Crossroads. 
New  Milton,  Hants  BH25  5SY  Tel  0345  419905 

Brian  G.  Spencer  Ltd.  19-21  Ilkeston  Road.  Heanor. 
Derbyshire  DE75  7DT.  Tel  0800  387348 


To:  Business  Link,  CHEMIST  &  DRUGGIST,  Miller  Freeman  House, 
Sovereign  Way,  Tonbridge,  Kent  TN9  1RW. 

PLEASE  COMPLETE  IN  BLOCK  CAPITALS 

Surname  

First  names  

Address   


 Postcode 

Personal  RPSGB  Registration  number  

Telephone  Number  

Proposed  advertisement  copy  (maximum  30  words) 
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ABOUTpeople 


Pounding  feet  for 


pounding  hearts 

Experienced  marathon  runner 
and  pharmacist  Linda  Radford, 
47,  is  seeking  sponsorship  for  this 
year's  London  Marathon,  her 
13th,  on  April  13. 

Linda  has  raised  £200  towards 
her  target  of  £1,000  for  the  British 
Heart  Foundation.  She  is  hoping 
that  old  university  colleagues 
from  Brighton  Polytechnic,  1968- 
1971,  will  help  -  back  then,  her 
surname  was  Smith. 

This  will  be  her  sixth  London 
Marathon.  Her  best  time  is  three 
hours  55  minutes.  She  expects  to 
finish  in  about  four  hours  this 
year. 

"The  toughest  time  in  the  Lon- 
don Marathon  comes  at  about  the 
18-mile  mark  in  the  Isle  of  Dogs.  It 
is  tough  for  the  next  five  miles 
until  the  Tower  of  London,  and 
then  it  feels  like  you  are  home," 
she  says. 

"You  are  on  a  high  on  the  day. 
Forty-eight  hours  later,  it  is  diffi- 
cult to  walk  up  the  stairs." 

Anyone  wishing  to  sponsor 
Linda  should  send  donations  to 
Laxton's  Pharmacy,  45  High 
Road,  Broxbourne,  Hertfordshire 
EN10  7HX. 

Red  Nose  Day 
pharmacist's  half  a 
hairy  experience 

Pharmacist  Martyn  Hudson  of 
Tremletts  Chemists,  Portsmouth, 
shaved  off  half  his  moustache 
and  raised  more  than  £  100  for  the 
charity  Comic  Relief  on  Red  Nose 
Day,  March  14. 

He  also  wrote  'Ode  for  a  Red 
Nose  Day',  which  goes  as  follows: 

'The  deed  is  done.  My  top  lip's 
bare,  silky  smooth  and  not  a  sin- 
gle hair.  But  on  Friday,  when  it 
was  half  and  half,  some  people 
did  enjoy  a  damn  good  laugh. 

'But  other  folk  with  sight  not 
quite  as  good,  saw  nothing  differ- 
ent, as  I  thought  they  would.  They 
looked  at  me,  and  talked  away, 
about  life,  the  weather  and  the 
time  of  day. 

'But  did  they  notice  me  with 
half  a  'tache?  No,  they  didn't,  and 
so  kept  their  cash!  But  to  all  of 
you  who  helped  the  cause,  give 
yourselves  a  big  round  of 
applause.' 


Smithkline  Beecham's  UK  &  European  Pharmassist  co-ordinator, 
Caroline  Carter,  presents  Mr  Patel  with  his  bottle  of  champagne 

Doing  the  business 


Pharmacist  Hemant  Patel  of  the 
Acorn  Pharmacy,  Berkhamsted, 
has  won  a  bott  le  of  champagne  in 
a  prize  draw  for  pharmacists  who 
have  completed  the  first  two 
modules  of  the  Chemist  &  Drug- 
gist/New Com  mini  Hi/  Phar- 
macy Certificate  in  Community 
Pharmacy  Management. 
Smithkline  Beecham  Consum- 


er Health  is  supporting  the  cer- 
tificate as  part  of  its  Pharmassist 
scheme. 

Mr  Patel,  who  has  a  diploma  in 
clinical  pharmacy,  says  that  he 
enjoyed  doing  the  modules  and 
that  he  was  keen  to  balance  his 
clinical  knowledge  with  the 
development  of  his  management 
skills. 


Bath  beats  off  the  rest  of  Britain 


Liveipool  University  hosted  this 
year's  British  Pharmaceutical 
Students  Association/PMI  sports 
weekend  at  the  Sheffield  Con- 
cord Sports  Centre  (February  28 
to  March  2). 

Bath  University  won  the  over- 
all trophy.  Over  500  pharmacy 
students,  including  30  from  Bel- 
gium, attended  the  event. 

Students  from  19  schools  of 
pharmacy  participated  in  a  vari- 
ety of  events,  such  as  football 
and  rugby  for  the  energetic,  and 
darts,  chess  and  the  PMI  health- 
care quiz  for  the  not  so  sporty. 


Bath  University  students 
celebrate  winning  the  overall 
trophy  at  the  BPSA/PMI  sports 
weekend 


APPOINTMENTS 


AAH  has  appointed  three 
recruits  to  its  sales  teams. 
Alasdair  Imrie  joins  as  a 
business  development  man- 
ager, while  Sara  Foreman  and 
Suzanne  Duncan  become 
account  managers  for  LINK 
pharmacy  systems.  They  will 
be  based  at  AAH's  Ruislip, 
Kingswinford  and  Glasgow 
branches  respectively. 
Chesterfield-based  Robinson 
Healthcare  has  made  Jim  Mills 
the  business  general  manager 
of  its  retail  business  group. 
Robert  Tulley  has  joined  Rusco 
Pharmaceuticals  as  sales  and 
marketing  manager.  He  has  15 
years'  experience  in  the  phar- 
maceutical industry. 
Roy  Houston  is  the  new 
director  of  European  distri- 
butor operations  at  IRI,  the 
information  services  company. 
He  has  22  years'  experience  in 
the  IT  business. 

John  Haidis  has  joined  Ever| 
Ready  as  its  marketing! 
director.  He  will  be  responsible! 
for  all  marketing  in  Northern 
Europe.  Thomas  Dzougov  has 
been  appointed  senior  product! 
manager  for  the  company. 
Prior  to  his  appointment,  he 
was  the  Nordic  trade  and[ 
consumer  marketing  manager! 
with  Ever  Ready's  parent! 
company,  Ralston  Energy 
Systems. 

Helen  Galdes  has  taken  on  the| 
role  of  director  of  merch-| 
andising  for  the  AVD  Cos-i 
metics  group. 

Peter  Daffern  has  been 
appointed  account  director  at! 
Beanstalk,  the  retail  display! 
systems  company. 
Wardles,  the  medical! 
wholesale  distribution  com- 
pany, has  hired  Jim  Thacker; 
and  Sue  Bott  for  its  sales  tearrm 
in  Stoke. 


Boots  the  Chemists'  managing 
director,  Steve  Russell,  presented 
prizes  to  the  winners  of  the 
company's  store  of  the  year 
competition  at  a  gala  dinner  in 
Birmingham  last  month.  First  in 
the  large  store  category  (over 
600sq  m)  was  branch  323  in 
Queen  Street,  St  David's  Centre, 
Cardiff.  The  small  store  of  the 
year  (less  than  600sq  m)  was 
branch  95  in  West  Bridgford, 
Nottingham.  The  stores  were 
judged  on  business  achievement, 
staff  development  and  motivation, 
and  customer  service 


All  rights  reserved.  No  part  of  this  publication  m 
or  retrieval  system  without,  the  express  prior  wr 
Freeman  pie  may  pass  suitable  reader  addresses 
Origination  by  London  Scanning,  24a  Shore  Rd,  I 


ay  be  reproduced  or  transmitted  in  any  form  or  by  any  means,  electronic  or  mechanical  including  photocopying,  recording  or  any  information  storages 
itten  consent  of  t  he  publisher.  The  contents  of  Chemist  &  Druggist  are  subject  to  reproduction  in  information  storage  and  retrieval  systems.  Milieu 
to  other  relevant  suppliers.  If  you  do  not  wish  to  receive  sales  information  from  other  companies  please  write  to  Ben  Martin  at  Miller  Freeman  pic.  I 
jindon.  Printed  by  E  T  Heron  &  Co  Ltd,  Colchester  Road,  Heybridge,  Maldon,  Essex.  Registered  at  the  Post  Office  as  a  Newspaper  19/21/24S 
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...with  your  "own" 
insurance  company  Ml 

Compare  some  of  our  recent  quotations 


Post 

Current 

PMI's 

Code 

Insurers 

Quote 

BT51 

£386.00 

£321.34 

cm 

£769.00 

£514.55 

DN34 

£1,290.00 

£880.56 

L62 

£756.00 

£544.74 

LA6 

£577.00 

£456.89 

WA11 

£2,005.00 

£1,024.89 

Before  renewing  your 
existing  insurance 
call  us  FREE 
and  see  how  much 
you  could  save 


For  an  immediate  quotation: 

FREEPHONE 

0800  801043 

THINK 


I 


THE  PHARMACY  MUTUAL  INSURANCE  COMPANY  LTD. 

38  St.  Peter's  Street,  St.  Albans,  Herts.  AL1  3NP.  Facsimile:  01727  845765. 


I 


£T7 


X. 


against  hayfeveY 


Zirtei      ^    .  ^*>% 


Prescribing  Information: 

Each  white,  oblong,  scored,  film-coated  tablet  engraved  Y/Y  contains  10  mg  cetlrlzlne 
dihydrochloride.  USES:  Treatment  of  seasonal  and  perennial  rhinitis  and  chronic 
idiopathic  urticaria.  DOSAGE  AND  ADMINISTRATION:  Adults  and  children  aged  12 
years  and  over:  One  10  mg  tablet  daily.  In  renal  insufficiency  halve  the  dose  to  5  mg 
(1/2  tablet)  daily.  CONTRAINDICATIONS:  Hypersensitivity  to  constituents.  Avoid  use 
in  pregnancy  and  lactation.  PRECAUTIONS:  Do  not  exceed  recommended  dose, 
particularly  if  driving  or  operating  machinery.  DRUG  INTERACTIONS:  To  date  there 
are  no  known  interactions  with  other  drugs. As  with  other  antihistamines  avoid 
excessive  alcohol  consumption.  SIDE  EFFECTS:  Mild  and  transient  drowsiness, 
headache,  dizziness,  agitation,  dry  mouth  and  gastrointestinal  discomfort  have  been 
reported.  PACKING,  PRICE:  Pack  of  7  tablets  =  £3  95  LEGAL  CATEGORY:  R 


PRODUCT  LICENCE  NUMBER:  5221/0001  PRODUCT  LICENCE  HOLDER:  UCB 

Pharmaceutical  Sector,  Avenue  Louise,  B- 1 050,  Brussels,  Belgium.  MARKETED  BY:  U'i 
Pharma  Limited.Watford,  Herts, WD  I  I  DJ  DATE  OF  PREPARATION:  February  199 


r  h 

icb  Pharma 


For  further  information  please  contact: 

UCB  Pharma  Limited, 

Star  House,  69  Clarendon  Road,  Watford,  Herts,  WD  I  I  DJ 
Telephone:  (0 1 923)  2 1  1 8 1  I  Fax:  (0 1 923)  229002 


in 


Isit  really  a  man's  world?  •  Essential  oils   Fit  feet  &  lovely  legs  •  Life's  a  pain 


Nurofen  Cold  &  Flu  provides  your  customers  with  fast  and  effective 
relief  from  a  wide  range  of  symptoms,  with  the  reassurance  of  the 
Nurofen  name. 

It's  ibuprofen's  anti-inflammatory,  analgesic  and  anti-pyretic  action, 
combined  with  pseudoephedrine's  decongestant  efficacy,  which 
makes  Nurofen  Cold  &  Flu  so  effective. 

With  such  advanced  active  ingredients,  it's  no  wonder  that  Nurofen 
Cold  &  Flu  has  been  shown  to  provide  more  effective  overall  relief 
than  a  leading  paracetamol-based  combination.1 

So  when  your  customers  need  to  escape  from  multiple  symptom 
misery,  there's  only  one  recommendation  you  need  to  make  - 
Nurofen  Cold  &  Flu. 


C 


B 

COLD  &  FLU 


ibuprofen 
pseudoephedrine 


ADVANCED  MULTI -SYMPTOM  RELIEF 


PRODUCT  INFORMATION:  Nurofen  Cold  &  Flu:  each  tablet  contains  200mg  Ibuprofen  BP  and  30mg 
Pseudoephedrine  Hydrochloride  Indications.  Effective  in  the  relief  of  symptoms  of  colds  and  flu  with  congestion,  such 
as  aches  and  pains,  headache  and  fevenshness,  sore  throats,  sinusitis  and  blocked  noses  Dosage  and 
Administration.  Adults  and  children  over  12  years:  Initial  dose  2   tablets  taken  with  water,  then  if  .  -.- 

necessary  1  or  2  tablets  every  4  hours  Do  not  exceed  6  tablets  in  any  24  hours  Precautions  and 

Warnings.  Nurofen  Cold  &  Flu  should  be  avoided  by  patients  with  a  stomach  ulcer  or  other  stomach  CROOKES  HEALTHCARE 


disorder.  Asthmatics,  anyone  allergic  to  aspirin,  anyone  receiving  regular  medication  and  pregnant  women  should  t 
advised  to  consult  their  doctor  before  taking  Nurofen  Cold  &  Flu.  Not  recommended  for  children  under  12  .  If  symptorr 
persist  for  more  than  3  days  patients  should  consult  their  doctor  Product  Licence  Number.  Nurofen  Cold 
Flu  0327/0060.  Licence  Holder.  Crookes  Healthcare  Limited,  Nottingham,  NG2  3AA.  Legal  Category. 
Price:  £2.39  for  12,  £3  79  for  24,  £4.99  for  36.  Prices  correct  at  the  time  of  going  to  press.  Reference: 
1.  Data  on  file,  Crookes  Healthcare,  Research  Report  No.  M90122  Date  of  preparation  October  1 
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HI  Mi  Her  Freeman 


Sprains  and 
strains 

Tackle  the  problems  of  sprains 
and  strains  with  the  help  ol  our 
resident  pharmacist  Jeremy 
Clitherow 


Life's  a  pain... 

But  fortunately,  we  have  an 
armoury  of  oral  analgesics  to 
relieve  the  agony 
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It's  a  man's 
world. •• 

Or  is  it?  Mary  Allen  reviews  the 
health  hazards  men  face, 
culminating  in  a  shorter  life 
span  than  women 

16 

Stepping  out  for 

Lovely  legs  and  fit  feet  are  within 
reach.  Simply  follow  Sarah  Purcell's 
guide  to  healthy  feet  and  legs 


18 
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Don't  fear  fats 

Not  all  fats  and  oils  are  bad  for 
us.  In  fact,  as  Victoria  Goldman 
explains,  some  are  positively 
beneficial 

21 
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Defensive  action 

Skin  protection  is  not  just  a  female 
issue,  Anne  Mullee  gets  underneath 
the  skin  of  men  who  moisturise 

24 

Happy  snapping 

A  little  thought  and  planning  can 
create  a  classic  picture  -  and 
you  couldwin  £25  worth  of  M&S 
vouchers 

28 
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Cover  picture:  Ryan 
Davies. 

Sunglasses:  Samco 


By  now  most  our  New 
Year  resolutions  have 
become  highly  diluted  or 
in  some  cases 
disappeared  altogether  - 
'giving  up  smoking  for 
good'  has  become 
'cutting  back  to  a  few  a 
day'  and  'going  to  the 
gym  three  times  a  week' 
has  fallen  by  the  wayside. 

Spring  is  an  opportunity 
to  renew  our  good 
intentions.  The  longer 
evenings  lend  themselves 
to  a  short  run  or  a  long 
walk  after  a  day  in  the 
shop  or  office.  However, 
it's  a  good  idea  to  ease 
yourself  into  an  exercise 
regime  to  avoid  the 
sprains  and  strains 
described  on  p9. 

Men  loom  large  in  this 
particular  issue  of  OTC. 
Male  skin  care  (see  p24) 
is  a  growing  market  and 
it's  no  longer  a  talking 
point  for  the  rest  of  the 
day  when  a  man  seeks 
advice  on  moisturisers.  As 
men  are  notoriously  bad 
at  visiting  their  GP,  their 
trips  to  the  pharmacy  to 
buy  their  skin 
preparations  is  an  ideal 
opportunity  to  raise  their 
awareness  of  health 
matters.  Find  our  more 
from  our  men's  health 
feature  on  pl6 

I'm  always  interested  in 
hearing  from  OTC 
readers,  so  if  you've  any 
interesting  stories  about 
your  work  or  customers, 
let  me  know.  In  each 
issue  we'll  publish  a  Star 
letter  and  send  £25  worth 
of  Marks  &  Spencer 
vouchers  to  the  author. 
And  if  you've  picked  up 
any  tips  from  our  photo 
feature  on  p28,  why  not 
send  in  one  of  your  shots? 
You  could  see  your 
picture  in  print  and  win 
£25  of  M&S  vouchers.  I 
look  forward  to  hearing 
from  you. 

Supplement  Co-ordinator 


NEWS 


Your  kids  could  be  the  coolest  on  the 
beach  with  the  latest  range  of  clothing 
and  accessories  from  the  Health 
Education  Authority's  Sun  Know  How 
campaign. 

The  unique  range  is  designed  with 
sun  safety  in  mind  and  to  keep  UV 
rays  at  bay.  This  year's  range  for 
adults  and  children  has  been 
designed  to  cover  more  of  the  body 
with  longer  sleeves,  and  all  fabrics 
have  been  stringently  tested  to  ensure 
they  provide  maximum  protection.  For 
babies  and  children  there  is  swimwear 
with  a  difference  -  brightly  coloured 
Sunbuster  suits  and  matching 
legionnaire  hats  which  can  be  worn 
both  in  and  out  of  the  water. 
Copies  of  the  mail  order 
catalogue  can  be  obtained  by 
calling  01225  867711. 

Fresh  starters 
from  RoC 

Seven  women  looking  to  make  major 
changes  in  their  lives  are  being 
assisted  by  RoC  the  French  skin  care 
specialist  company,  which  is  funding 
a  'Fresh  Start'  Bursary  of  £40,000. 

Over  1,000  people  submitted  their 
life-changing  dreams.  RoC  says  the 
seven  winners  were  chosen  not 
because  they  are  superwomen  who've 
already  achieved  great  feats  but 
because  they're  ordinary,  down-to- 
earth  people  who  have  drive  and 
ambition  to  turn  their  dreams  into 
reality.  So  congratulations  to: 
Maxine  Wilton  a  42-year-old  BT 
clerical  officer  from  Hampshire  who 
wants  to  become  an  ice  skating 
instructor. 

Christina  Marley,  a  25-year-old 
from  Edinburgh  who  wants  to  set  up 
an  organic  livestock  farm  in 
Aberystwyth. 

Melanie  O'Brien,  a  26-year-old 
PA  from  Hertfordshire  who  has  a 
burning  ambition  to  become  a 
professional  racing  driver. 


Deborah  Gibbs,  a  31 -year-old 
stage  manager  from  Warwickshire 
who,  after  a  life-threatening  illness, 
wants  to  become  a  sign  language 
interpreter. 

Caroline  Sarll,  a  35-year-old 
freelance  radio  producer  from  Mid 
Glamorgan  who  wants  to  set  up  a 
local  pilot  'network'  for  a  charity 
working  with  the  widowed  and  young 
(WAY) 

Sian  Anstey,  a  31 -year-old 
graphic  designer  trom  Chigwell  in 
Essex  who  wants  to  become  a  flying 
instructor. 

Julia  Spk-er,  a  38-year-old 
secretary  from  Essex  who,  after  18 
years  with  The  Bank  of  England,  wants 
to  return  to  her  studies  to  become  an 
osteopath. 

So  remember,  it's  never  too  late  to 
make  a  fresh  start.  If  you've  always 
harboured  a  desire  to  make  a  career 
out  of  a  hobby,  then  just  do  it! 


Christina  Marley 
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A  Strol lover  week 


The  National  Asthma  Campaign  is 
inviting  anyone  concerned  about 
asthma  to  take  a  walk  on  the  wild 
side  this  June  to  help  raise  £1 00.00C 
for  asthma  research.  The  first 
Midsummer  Stroll  will  take  place 
June  15-  24.  Anyone  interested  in 
organising  a  walk  or  doing  the  five- 
mile  stroll  the  charity  is  organising 
between  London's  Tower  Bridge  and 
Waterloo  Bridge  on  June  15,  call 
Lorna  Smith  on  0171  226  2260 
extension  346  for  information. 


What  all  women 
should  know 

Advice  on  the  benefits  ot  taking  folic 
acid  should  become  part  of  the 
standard  well  women  advice, 
according  to  the  Health 


<jM| 


Education  Authority, 

which  has  launched  a  new  phase  of  its 

campaign. 

A  leaflet  and  poster  aims  to  inform 
women  of  childbearing  age  who  have 
not  yet  considered  having  a  baby  as 
well  as  those  currently  planning  a 
pregnancy  about  folic  acid. 

The  HEA  recommends  increasing 
consumption  of  folic  acid  in  the 
months  before  conception  to  reduce 
the  risk  of  having  a  baby  with  neural 
tube  defect  such  as  spina  bifida. 

The  three  things  women  are 
advised  to  do  are: 

•  choose  food  fortified  with  folic 
acid  such  as  some  breads  and 
breakfast  cereals 

•  eat  foods  naturally  rich  in  folic 
acid  such  as  leafy  green  vegetables 

•  take  a  daily  400mcg  folic  acid 
supplement  from  the  time  they  stop 
using  contraception  or  start  trying  for 
a  baby  until  the  12th  week  of 
pregnancy. 

Agony  aunt 
praises  the  Pill 

The  Pill  is  the  greatest  contributing 
factor  to  women's  emancipation 
believes  Woman's  Own  agony  aunt 
Suzie  Hayman. 

Despite  this  and  the  years  of 
research  backing  it,  women  are  guick 
to  jump  on  misinformation  from  the 
media.  There  have  been  four  Pill 
scares  in  the  last  30  years  as  a 
conseguence  of  this. 

"When  confidence  in  the  Pill  is 
undermined,  confidence  in  all 
medicines  is  undermined  and 
confidence  in  the  doctor  is 
undermined,"  said  Suzie  at  a 
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conference  organised  by  the  National 
Council  of  Women  of  Great  Britain  to 
mark  International  Women's  Day 
(March  8) 

However,  pharmacy  still  has  a 
central  role  to  play  in  health  education 
and  promotion.  Young  women  with 
children  and  elderly  women  are 
frequent  users  of  the  pharmacy  so  be 
prepared  for  their  specific  requests  for 
advice.  These  include: 

•  period  pain 

•  pregnancy 

•  breastfeeding 

•  baby  care 

•  the  menopause  and  HRT 

•  diet  and  lifestyle 

•  skin  care 

•  thrush 

•  cystitis 


Contact  case 
care 

Contact  lens  wearers  are  being 
advised  to  stop  washing  their  lens 
cases  in  tap  water  following  a  warning 
that  this  may  cause  a  disease  called 
acanthamoeba  keratitis.  This  rare 
disease  affects  one  in  250,000  contact 
lens  users  but  fortunately  in  nine  out 
of  ten  cases  there  is  no  permanent 
loss  of  sight.  New  research  has 
established  that  the  source  of 
infection  is  tap  water  in  the  home  As 
a  result  the  Medicines  Control  Agency 
has  contacted  all  manufacturers 
regarding  the  labelling  of  their 
products 


Oriental  delight 

M 


The  Fresh  Fruit  &  Vegetable  Information  Bureau  has  created  this 
delicious  lamb  dish  with  lime  and  ginger  to  give  a  flavour  of  the 
East  (Serves  four) 

Ingredients 

Vh  best  ends  neck  of  lamb  (eight  chops)  boned 

Salt  and  pepper 

2  tblsp  ginger  conserve 

2oz/50g  butter 

4  tblsp  olive  oil 

1A  pint/1 50ml  dry  white  wine 

2  limes,  grated  rind  and  juice 

Itsp  cornflour 

To  garnish 
Lime  slices 
Watercress  sprigs 

Method 

Trim  off  most  of  the  fat  from  the  lamb,  leaving  a  thin  layer  to  wrap 
around  the  eye  of  the  meat,  then  season  with  salt  and  pepper.  Lay 
flat  on  the  board  and  spread  over  half  the  conserve.  Roll  up  each 
piece  of  meat  with  the  thick  part  inside  and  tie  the  rolls  at 
intervals  with  fine  string. 

Heat  half  the  butter  and  oil  in  a  large  frying  pan  and  fry  the  rolls 
over  a  medium  heat  until  well  browned  on  all  sides.  Remove  the 
lamb  from  the  pan  and  place  on  a  board,  cut  between  the  strings 
into  eight  medallions,  each  about  one  inch  (2.5cm)  thick. 

Heat  the  rest  of  the  butter  and  oil  in  a  clean  pan  and  fry  the 
medallions  until  lightly  browned  on  both  sides  for  about  three 
minutes.  Transfer  to  a  heated  serving  dish  and  keep  hot.  Pour  off 
the  fat  from  the  pan,  add  the  wine  and  simmer  to  reduce  by  half, 
scraping  the  bottom  of  the  pan.  Stir  in  the  grated  rind  and  juice  of 
the  limes  and  the  rest  of  the  conserve.  Simmer  the  sauce  for  three 
to  four  minutes,  seasoning  if  needed.  Blend  the  cornflour  with  a 
tablespoon  of  water,  add  to  the  sauce  and  heat  until  thickened. 
Pour  over  the  lamb  and  serve  garnished  with  lime  slices  and 
watercress.  Approximately  390  calories  per  portion. 


Soothing  sea  sounds  from  Tisserand 

Music  is  often  a  key  element  in 
aromatherapy  massage  but  until  now 
most  of  the  'New  Age'  type  music 
available  has  featured  unnecessary 
crescendos,  dolphins  or  whales,  which 
can  often  cause  distraction  or  spoil  the 
ambience.  Now  Tisserand  have 
produced  a  relaxation  CD/Tape  for 
Aromatherapy  Massage  specifically 
designed  lor  both  the  therapist  and 
client.  Seascape  by  Tisserand,  divided 

into  two  parts  for  both  one  hour  and  half  an  hour  aromatherapy  massage 
treatments,  creates  a  continuous  calming  atmosphere. 

The  composer  -  David  Watts,  inspired  by  his  wife  Jo  Kellett,  herself  a 
Tisserand  Institute  trained  aromatherapist  -  has  written  a  harmonious  piece  of 
music  to  transport  the  listener  to  a  water  world  of  peace  during  an 
aromatherapy  massage.  It  is  also  ideal  for  home  use,  particularly  for  those 
meditative  moments  at  the  end  of  a  stressful  day.  The  CD  retails  at  £15.99  and 
the  tape  at  £10.99. 

However,  five  lucky  OTC  readers  can  enjoy  these  soothing  sounds  courtesy 
of  Tisserand.  Simply  send  your  name  and  address 
to:  OTC/  Tisserand  offer,  Miller  Freeman  House, 
Sovereign  Way,  Tonbridge,  Kent  TN9  1RW  before 
April  25.  The  first  five  names  picked  out  of  the  bag 
after  this  date  will  receive  a  Seascape  CD. 
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nd  your  step 

Although  regular  exercise  is  good  for 
your  heart  and  bones,  forgetting  the 
basics  of  good  and  safe  exercise  can 
lead  to  trouble.  Unsupervised  exercise 
to  fitness  videos  and  step  aerobics  are 
likely  to  cause  injuries  to  the  lower 
back  and  lower  limbs,  warns  Manoj 
Mehta,  head  of  the  sports  injuries 
clinic  at  the  British  College  of 
Naturopathy  and  Osteopathy. 

Warming  up  and  stretching 
exercises,  especially  for  the  back, 
pelvic  and  lower  limb  muscles  are 
essential  for  any  form  of  activity 
Insufficient  and  incorrect  warm  up  and 
stretching  exercises  could  lead  to 
strained  muscles  and  ligaments. 

Stepping  should  be  started  slowly 


and  gently  Any  muscle  tightness  or 
discomfort  such  as  an  ache  or  pain 
means  that  either  the  muscles  have 
not  been  stretched  and  warmed  up 
adequately,  or  there  is  an  underlying 
problem  Make  sure  the  step  is  neither 
too  high  nor  too  tar  away,  as  lifting  the 
knees  too  high  can  put  excessive 
stress  on  the  back,  pelvis  and  the  hip 
joints 

According  to  Mehta  "If  it's  the  first 
time  you've  exercised  for  a  long  time, 
only  follow  the  exercise  video  for  the 
first  10-15  minutes  on  the  first  two  or 
three  occasions,  rather  than  trying  to 
complete  the  whole  workout 
Alternatively,  take  regular  gentle 
exercise  such  as  walking  or 
swimming  for  at  least  two  weeks 
before  starting  the  step  class  " 


1 

Congratulations  to  Shirley  Elflett  (left)  of  the  Buckingham 
Pharmacy  in  Great  Yarmouth  who  scooped  the  top  prize  in  the 
VitalEyes  Pharmacy  Assistants  competition.  She  is  pictured  here 
receiving  her  prize  of  £1,000  worth  of  holiday  vouchers  from  Anne 
Shackley,  Ceuta  Healthcare  pharmacy  business  manager 
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Miners  metallic  polishes:  the  cool,  spring  look  for  men  and  women 


P  medicine 
update 

The  Medicines  Control  Agency  is 
proposing  to  extend  the  P  indications 
of  cimetidine,  beclomethasone 
dipropionate,  ibuprofen  and 
piroxicam.  The  potential  changes 
include  the  following: 

•  cimetidine  (Tagamet  100)  - 
prophylaxis  of  meal-induced 
heartburn 

•  beclomethasone  dipropionate 
(Beconase  Hayfever)  -  prevention  and 
treatment  of  allergic  rhinitis 

•  ibuprofen  and  piroxicam  -  pain  of 
non-serious  arthritic  conditions 

Alton  Towers  trip 
for  Counterpart 
winner 

Pharmacy  assistant  Sarah  Pooley  took 
just  two  minutes  to  choose  Alton 
Towers  for  her  weekend  break  when 
presented  with  her  prize  Jarvis  Hotel's 
voucher  by  Cambridge  Counterpart 
sponsor  Whitehall  Laboratories. 
Sarah,  from  Hill's  Pharmacy  in 
Cranbrook,  Kent  was  the  lucky  winner 
of  the  prize  draw  held  tor  all  726 
Chemist  &  Druggist  Counterpart- 
trained  assistants  who  had  received 
certificates  from  the  College  of 
Pharmacy  Practice  by  the  end  of 
1 996.  The  draw  was  carried  out  by 
Don  Sibley,  pharmacy  trade  marketing 
manager  of  Whitehall  Laboratories  at 
C&Ds  office  under  the  watchful  eye  of 
C<S0and  OTC  staff. 

Sarah  chose  fhe  Jarvis  Hotel  at 
Alton  Towers  for  her  weekend  break 
for  two  with  her  fiance,  Chris,  in  mind. 
"He  loves  the  big  rides.  I  can't  stand 
them  so  I'll  walk  the  grounds  while  he 
goes  for  a  spin." 

Sarah  is  the  first  of  eight  assistants 
at  Hill's  Cranbrook  branch  taking 
Counterpart  to  receive  the  CPP 
Certificate.  "I'm  now  more  confident 
about  serving  medicines  as  well  as 
being  more  comfortable  talking 
through  customer's  problems  with  my 
pharmacist  supervisor  Alison  Hodd." 

Sarah's  boss,  Alison,  received  a 
bottle  of  champagne  as  recognition  of 


the  support  she  has  shown  to  Sarah 
throughout  the  course. 
Whitehall  Laboratories  and  C<£Dare 
to  continue  to  present  bottles  of 
champagne  monthly  to  an  assistant 
and  supervising  pharmacist,  drawn 
from  the  hundreds  of  assistants 
completing  Counterpart  and  being 
certificated  by  the  CPP  every  month. 

Antihistamine 
alert 

If  you  normally  deal  with  requests  for 
non-sedating  antihistamines  or 
terfenadine  (Aller-eze  Clear,  Seldane, 
Triludan)  don't  be  offended  if  your 
pharmacist  decides  these  customers 
should  now  be  referred  to  him/her. 

There  has  been  some  debate  about 
the  safety  of  these  drugs  and  the 
Royal  Pharmaceutical  Society  has 
advised  pharmacists  to  review 
carefully  their  written  protocols  on 
how  staff  deal  with  requests  for  such 
products,  particularly  terfenadine  and 
astemizole  (Hismanal).  As  a  result 
some  pharmacists  may  want  all 
requests  for  these  medicines  referred 
to  them. 

Patients  taking  terfenadine  should 
also  be  advised  to  avoid  grapefruit 
juice  because  of  a  drug  interaction. 
Grapefruit  juice  contains  a  substance 
called  psoralen  which  slows  the 
breakdown  of  terfenadine  and  some 
other  drugs  leading  to  higher  blood 
levels.  Surprisingly,  the  researchers 
found  no  evidence  of  interaction  with 
eating  grapefruits  as  opposed  to 
drinking  the  juice. 

Colourful  nails 
for  males 

The  next  time  you  see  a  man  browsing 
at  the  nail  polish  fixtures  don't 
assume  he's  just  waiting  for  his 
girlfriend. 

The  US-based  Hard  Candy 
company  is  launching  its  'Candyman' 
range  of  nail  polishes  at  the  end  of  the 
month.  Featuring  seven  dark  metallic 
colours,  the  range  is  being  targeted  at 
young  males  and  will  be  available 
through  fashion  retailers  and 
department  stores. 


Hard  Candy  nail  polishes,  available  in 
35  colours,  have  become  a  cult  brand 
for  young  women  since  its  launch  in 
the  UK  about  two  years  ago. 

Miners  Cosmetics  is  introducing 
its  collection  of  12  new  metallic  nail 
polish  shades  which  it  says  will  be  the 
cool  look  for  men  and  women  this 
spring.  The  range  features  strong 
masculine  colours  in  pinstripe  grey, 
deep  chestnut  brown  and  antique 
bronze. 

Stewart  Chambers  managing 
director  of  Miners  commented:  "Why 
shouldn't  men  wear  nail  polish?  There 
is  a  tremendous  range  of  exciting 
colours  for  the  more  outrageous  and 
some  sober  shades  that  would  not 
look  out  of  place  in  the  office. 
Whether  it's  in  a  club  or  the  board 
room,  why  should  it  just  be  women 
that  have  all  the  fun!"  Fun  in  the 
boardroom  with  nail  polish??? 

Stock  up  on 
Selenium 

The  falling  dietary  intake  of  selenium 
is  a  growing  cause  for  concern, 
according  to  the  British  Medical 
Journal. 

Selenium  is  essential  for  the 
normal  healthy  functioning  of  the 
body,  playing  an  important  role  in  the 
control  of  thyroid  metabolism, 
formation  of  antioxidants,  and  the 
production  of  healthy  normal  sperm.  It 
has  also  been  suggested  that 
selenium  deficiency  could  be 
associated  with  susceptibility  to  other 
disorders  including  cardiovascular 
disease  and  cancer. 

Another  concern  is  the  possibility, 
raised  by  researchers,  that  relatively 
harmless  viruses  can  become  virulent 
by  passing  through  a  selenium 
deficient  host. 

A  recent  survey  for  the  Ministry  of 
Agriculture  discovered  that  the 
average  selenium  intake  in  1995  was 
34mcg/day,  down  from  60mcg/day  22 
years  ago.  The  government's  defined 
reference  nutrient  intake  is  75mcg/day 
for  men  and  60mcg/day  for  women. 

To  tackle  this  deficiency  the  authors 
suggest  adding  selenium  to  bread 
flour,  use  of  supplements  (taking  care 
to  remain  below  the  toxic  levels  of 
800mcg/day)  or  a  daily  helping  of 
Brazil  nuts,  which  are  the  richest 
source  of  selenium. 


Immunisation 
reaches  all- 
time  high 

Uptake  of  vaccines  offered  routinely  to 
children  in  England  reached  its  higher 
ever  levels  during  1995/96  according 
to  the  Department  of  Health.  By  the 
age  of  two  years: 

•  uptake  of  three  doses  of  diphtheria, 
tetanus  and  polio  immunisation  was 
96  per  cent 

•  uptake  of  three  doses  of  whooping 
cough  (pertussis)  and  Hib 
(Haemophilus  influenzae  b) 
immunisation  was  94  per  cent 

•  uptake  of  measles  mumps  and 
rubella  immunisation  was  92  per  cent 
Chief  medical  officer,  Sir  Kenneth 
Caiman,  says:  "By  hitting  such  high 
immunisation  levels  we  have  reduced 
the  incidence  of  childhood  diseases  to 
their  lowest  ever  levels."  In  1995  there 
were  less  than  60  cases  of  measles. 
Before  immunisation  began  in  1968, 
measles  notification  averaged  around 
400,000  items  a  year. 

Watch  out, 
there's  a  thief 
about 

It  will  probably  not  come  as  a  surprise 
to  many  of  you  that  pharmacies  are 
burgled  more  often  than  any  other 
independent  retailer. 

According  to  the  British  Retail 
Consortium's  latest  crime  survey  of 
48,000  outlets,  85  per  cent  of 
pharmacists  surveyed  had  been 
burgled  compared  with  72  per  cent  of 
grocery  outlets  and  39  per  cent  of 
other  food  retailers. 

The  survey  also  found  that  retailers 
suffered  5.3  million  criminal 
incidents,  an  average  of  18  for  every 
shop  in  the  country.  More  than  9,000 
shop  staff  were  assaulted  and  167,000 
were  threatened  or  verbally  abused. 

Although  retailers  had  spent  £450 
million  on  crime  prevention  measures 
during  the  year  and  handed  more  than 
one  million  thieving  customers  to 
police,  robberies  for  all  retailers  (large 
and  small)  grew  20  per  cent  and  the 
cost  of  crime  fell  only  slightly  from 
£1 ,500m  in  1995  to  £1 ,420m. 


PRESCRIPT!©  3 


Whitehall  Laboratories'  Don  Sibley  (centre)  presents  Sarah  Pooley 
with  her  Jarvis  Hotel  vouchers  for  a  weekend  break  at  Alton 
Towers.  Also  included  in  the  picture  are  (left  to  right)  Hill's 
Pharmacy  area  manager  Kim  McGhee,  supervising  pharmacist, 
Alison  Hodd  and  Miller  Freeman  special  projects'  John  Skelton 
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Any  body  can  suffer  from 
the  discomfort  of 
problem  dry  skin... 

Announcing  the  UK  launch  of  Eucerin  -  a 
new  range  of  dermatological  skincare 
products,  specially  formulated  to  provide 
effective  relief  from  problem  dry  skin. 

Established  successfully  in  countries  around  the  world,  Eucerin  is  the  number 
one  dermatologist  recommended  product  in  the  USA  for  dry  skin  conditions/ 

Containing  urea,  a  natural  moisturiser  found  in  healthy  skin,  Eucerin  is  available 
as  a  lotion,  cream  or  shower  therapy  to  suit  the  individual  dry  skin  sufferer. 

Eucerin  will  be  supported  by  a  £1  million  launch  campaign  including 
heavyweight  sampling,  consumer  and  health  professional  promotion,  high 
impact  point-of-sale  material,  and  an  extensive  PR.  campaign. 

Ensure  you  have  stocks  of  Eucerin  to  meet  consumer  demand,  and  place  an 
order  through  your  Dendron  representative. 
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Eucerin 

DERMATOLOGICAL  SKINCARE 


DRY  SKIN 


relieves  the  discomfort  of  problem  dry  skin 


•Source  IMS  (NDTIi  data  -  1996 


ore  women 
are  buying 
condoms 

Women  are  increasingly  taking  the 
initiative  in  the  purchase  of  condoms 
according  to  a  new  survey.* 

The  1997  NOP  Health  Monitor, 
commissioned  by  Durex,  found  that 
the  proportion  of  women  who  usually 
purchase  condoms  themselves  has 
risen  from  31  per  cent  to  38  per  cent 
over  the  past  year 

The  survey  also  found  that 
sexually  active  adults  appear  to  be 
relaxing  their  guard  against  HIV/AIDS 
and  other  sexually  transmitted 
diseases. 


In  particular,  young  adults  are 
becoming  increasingly  complacent 
about  the  importance  of  practising 
safer  sex.  The  numbers  of  those  in  the 
18-20  year  old  group  who  had  unsafe 
sex  during  the  year  has  almost 
doubled  over  the  previous  12  months. 

Chemists  and  drugstores  are  still 
by  far  the  most  popular  retail  outlets 
for  buying  condoms  (69  per  cent) 
compared  to  18  per  cent  from 
supermarkets  and  7  per  cent  from 
vending  machines. 
*  The  Durex  Report  1997. 

At  risk  of 
breast  cancer? 

Controversy  surrounding  studies 
linking  the  oral  contraceptive,  HRT  or 
family  history  with  breast  disorders 
has  increased  women's  concerns 
about  their  risk  of  developing  breast 
problems. 

The  Breast  Care  Campaign  is 
addressing  these  concerns  by 
launching  a  new  patient  information 
leaflet  outlining  the  factors  which 
place  women  at  risk.  'Breast  problems 
-  When  am  I  at  risk?'  explains  risk 
factors  of  age,  the  Pill  and  family 
history  and  encourages  women  to 
seek  early  consultation  with  a  GP  for 
any  problem  worrying  them. 

Copies  of  the  leaflet  can  be 
obtained  free  of  charge  by  sending  a 
SAE  to:  The  Breast  Care  Campaign, 
Blythe  Hall,  100  Blythe  Road,  London 
W14  0HB. 


Health  Aid 
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HealthAid 

VITAMIN  8  MINERAi 
CAPSULES 


HeaJthAjd 

A  SPECIAL    '  '  I 

COMBINATION  $ 

OF  NUTRIENTS  FOR  \ 

HEALTHY  SKIN  | 

Available  at  all  independent  Chemists  and 
Health  food  stores  throughout  the  U.K. 
For  further  information  contact: 
PHARMADASS  LTD. 

16  Aintree  Road,  Greenford,  Middlesex  UB6  7LA  U.K. 
Tel:  0181  991  0035  Fox:  0181  997  3490 
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A  healthy, 
happy  heart 

'Keep  Your  Heart  Happy'  is  the  latest 
leaflet  from  the  Pharmacy  Healthcare 
Scheme,  addressing  issues  affecting 
people  who  have  experienced  a  heart 
attack  and  are  now  recovering,  as  well 
as  those  who  have  angina. 

The  leaflet  stresses  the  importance 
of  maintaining  a  positive  attitude 
towards  your  heart  and  the  fact  that  an 
effective  and  successful  recovery  from 
heart  disease  is  possible. 

Heart  disease  is  Britain's  number 
one  killer.  Every  year  around  450,000 
people  die  from  cardiovascular 
disease  (CVD)  or  coronary  heart 
disease  (CHD).  One  in  five  men  and 
one  in  nine  women  die  prematurely  . 
as  a  result  of  CVD,  while  CHD  kills 
one  in  seven  men  and  one  in  17 
women. 


Miners  seeks 

assistants' 

assistance 

Miners  is  looking  for  pharmacy 
assistants  to  be  judges  in  its  annual 
competition  for  aspiring  make-up 
artists. 

Run  in  association  with  the  Clothes 
Show  magazine,  the  Make  up  Artists 
of  the  Year  Award  gives  one  customer 
a  chance  to  begin  a  career  in  the 
beauty  business  and,  this  year,  Miners 
is  looking  for  stockists  to  help  judge 
the  regional  entries. 

Twenty  pharmacy  assistants,  drawn 
at  random  from  all  the  correct  entries 
to  the  trade  competition,  will  each  win 
£25  worth  of  Miners  cosmetics,  the 
chance  to  be  a  judge  for  the  day  at  the 
nearest  regional  final,  a  consultation 
with  top  stylists  from  Vidal  Sassoon 
salons,  and  a  makeover  by  last  year's 
Award  winner. 

One  make-up  artist  from  each 
regional  final  will  go  forward  to 
compete  in  the  finals  at  the  Clothes 
Show  Live  in  December. 

So  ask  your  Miners  representative 
for  more  details. 

What  is  Novartis? 

If  you  don't  know  who  or  what 
Novartis  is  you'll  probably  become 
more  familiar  with  the  name  over  the 
next  few  months.  When  the  two 
pharmaceutical  giants  Sandoz  and 
Ciba-Geigy  merged,  rather  than 
combining  their  corporate  names  they 
decided  to  create  a  new  company  and 
name  it  Novartis,  meaning  'new  skills'. 

Zyma  Healthcare  and  Intercare 
Products,  the  OTC  divisions  of  both 
companies,  will  now  operate  as  one 
under  the  name  Novartis  Consumer 
Health  UK.  The  new  company's 
portfolio  includes  such  familiar 
products  as  Mu-cron,  Otrivine, 
Tixylix,  Proflex,  Aller-eze,  Eurax  and 
Savlon. 

Novartis  Consumer  Health. 
Tel:  01306  742800. 


//  you're  visiting  the  Chelsea  Flower  Show  this  year,  you'll  be  one 
of  the  first  to  see  and  smell  the  new  Yardley  Baroque  Rose.  The 
velvety,  golden  yellow  rose  with  its  exquisite  long-lasting  perfume 
is  surprisingly  hardy  and  suitable  for  urban  environments.  Peter 
Beales  Roses  of  Norfolk,  who  developed  the  rose  have  previously 
been  awarded  five  gold  medals  by  the  Royal  Horticultural  Society. 
The  Chelsea  Flower  Show  is  held  in  London  and  open  to  the  public 
on  May  22  and  23 
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i  &  Sprains 


Tackle  the  problem 
of  sprains  and 
strains,  particularly 
sports  related,  with 
the  help  of  our 
resident  community 
pharmacist  Jeremy 
Clitherow 
FRPharmS  MBE, 
from  Knotty  Ash  in 
Liverpool 

Spring  is  in  the  air  and  the 
longer  evenings  provide  a 
little  bit  of  extra  time  t  or  I  he 
couch  potatoes  to  think 
about  getting  fit,  the 
amateur  horticulturists  to 
start  planning  their  veggie 
patches  and  the  athletes  to 
begin  training  with  a 
vengeance.  As  a  result,  it  s 
not  surprising  that  the  first 
sign  of  spring  in  the 
pharmacy  is  the  plaintive  cry 
for  something  'for  a  bad 
back'.  So  how  can  we  help? 

Sprain  or  strain 

The  words  'strain'  and 
'sprain'  mean  the  same  to 


Mr  or  Ms  Average.  Although 
we  would  never  correct  our 
customer,  we  know  the 
difference. 

A  strain  is  die  lesser  <>l  the 
two  conditions.  II  usually 
results  from  an  unwise  or 
over-exuberant  exertion. 
The  symptom  is  immediate. 
The  patient  feels  a  slab  oi 
pain.  Remember  the  word. 
Stab.  The  damage  area  will 
be  acutely  painful  but 
normally  still  mobile1. 

A  sprain,  however,  is  more 
serious  and  occurs  when  the 
connective  and  supporting 
tissue  of  a  joint  is  stretched 
or  distorted  past  the  point  of 
safety.  The  result  is  also 
immediately  painful,  hut  in 
this  case  the  joint  cannot  be 
moved  without  considerable 
pain.  To  put  this  into  context, 
if  you  sprain  your  ankle 
during  a  race,  you  are  out  of 
the  contest.  The  chances  are 
that  you  won't  be  able  to 
walk  home,  either. 

In  mechanical  terms,  a 
strain  stretches  the  tissues  to 
the  point  of  minor  damage, 
whereas  a  sprain  stretches 
them  past  the  point  of  no 
return,  probably  to  the 
extent  of  looseninn  the 


supportive  and  stabilising 
structures  around  the  joint. 

Gardeners'  backs  tend  to 
he  strains.  Footballers  who 
'go  over'  on  then  ankles  or 
people  who  lose  their 
footings  on  the  stair  carpet 
and  come  down  on  a  twisted 
ankle  will  tend  to  have 
sprains.  There  is  one  other 
feature  to  note  -  the  tissue 
stays  roughly  the  same 
shape.  II  may  swell  but  there 
is  no  distortion  (  lompare 
that  with  a  dislocation  where 
the  joint  invariably  distorts. 
For  want  of  a  more  technical 
term,  a  disloi  ation  'sticks  oul 
a  mile',  strains  and  sprains 
jusl  swell  and  hurl. 

According  to  Nurofen,  15 
million  people  take  part  in 
some  form  ot  sport  and  50  to 
70  per  cent  will  sutler  an 
injury.  It  has  been  estimated 
that  8  million  working  days 
are  lost  each  year  in  the  UK 
due  to  sports  injuries,  so  we 
are  talking  about  a  lot  of 
customers  needing  advice 
and  reliet.  Sports  and 
exercise  specialists  agree 
that  most  injuries  occur  in 
the  first  few  minutes  of  play, 
when  muscles  may  not  be 
warmed  up  properly,  or 


towards  the  end  when  the 
body  becomes  fired.  So 
whether  your  customer  is  a 
centre  forward  or  an 
aerobics  fan,  make  sure  they 
carry  out  some  warm  up  and 
stretching  exercises  before 
they  begin.  Prevention  is 
always  better  than  the  cure. 

Mechanism 

Pain  at  the  site  oi  the  trauma 
is  the  body's  way  ol 
protecting  itself.  Pain  draws 
attention  to  the  fact  thai 
something  is  amiss.  It 
inhibits  movement  and 
promotes  rest  -  another 
protective  and  healing 
me<  hamsm.  Swelling 
restores  rigidity  and  stability 
to  joints  which  have  been 
subjected  to  excessive  force 
or  extraordinary  movement. 

So  far,  all  this  has  been 
symptomatic.  If  we  delve 
deeper  into  the  mechanism 
of  this  pain  process,  not  only 
will  we  see  what  the  body  is 
doing,  but  also  the  best  way 
to  treat  it.  This  is  science  at 
work. 

When  we  damage  the 
tissue  of  the  body,  the  cells 

Continued  on  pi  O 
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List  three  heat  products  on 
sale  in  your  pharmacy 
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which  make  up  that 
damaged  tissue  release 
chemical  compounds  called 
prostaglandins.  In  fact,  the 
cells  actually  manufacture 
the  prostaglandins  by 
breaking  down  certain  fatty 
acids  in  the  body.  These 
chemical  mediators  have 
several  useful  functions. 
Firstly,  they  produce  pain 
and  inflammation  on  site. 
They  also  stimulate  nervous 
tissue  receptors  to  transmit 
pain  signals  to  the  brain. 

Some  people  prefer  to  talk 
of  a  cascade  mechanism, 
others  a  tree  structure. 
Either  way,  we  can  now  treat 
the  painful  condition 
logically  and  scientifically. 

Self  management 

First  things  first!  Ask  the 
guestions  and  decide 
whether  the  condition  is 
really  a  strain  or  a  sprain. 
Rule  out  dislocations, 
fractures,  discs  and  so  on, 


and  then  only  if  you  are 
sure,  proceed. 

Remember  the  lessons 
from  the  sports  field.  What 
does  the  team  trainer  have 
in  his  bucket?  It  used  to  be  a 
sponge,  ice  and  water.  The 
theory  and  the  practice  are 
still  the  same,  but  nowadays 
he  will  probably  have  a  cold 
aerosol  spray. 

Ice  cold  water  in  the 
sponge  took  away  the  pain 
and  inflammation,  and 
closed  down  the  blood 
vessels  at  the  trauma  site, 
preventing  prostaglandins 
from  circulating  further. 
Strapping  then  gave  support 
to  the  joint  and  usually 
enabled  players  to  continue. 
It  makes  good  practical 
sense.  Self  management 
technigues  would  do  well  to 
mirror  the  trainer  and 
remember  his  acronym 
'RICE'  for  first  aid  and 
immediate  treatment  of 
sports  injuries: 

'5  Rest 
O  Ice 

Compress 

Elevate. 

Rest  the  damaged  tissue  to 
prevent  further  damage  and 
allow  healing  and  recovery; 
apply  cold  dressings  using  a 
sponge,  spray,  tea  towels  or 
whatever;  support  the  joint 
with  a  non-adhesive 
dressing  such  as  a  crepe 
bandage;  and  elevate  it  it 
possible,  after  checking 
there  are  no  broken  bones  or 
dislocations! 

OTC  products 

The  most  logical  way  to  look 
at  our  armoury  of  products  is 
to  classily  them  into 


topical/external  preparations 
and  systemic/internal  ones. 
Starting  with  the  external 
remedies,  we  have  already 
covered  the  sportsman's 
tormulary.  Don't  forget  the 
value  of  the  humble  tubular 
stockinet  and  crepe  bandage. 

Cold  sprays  such  as  Deep 
Freeze  or  Ralgex  Freeze 
spray  are  invaluable.  A  jet  of 
volatile  liquid  is  squirted 
onto  the  site  of  injury  and  as 
the  liquid  evaporates,  it 
extracts  its  latent  heat  of 
vaporisation.  Put  simply,  it 
boils  off  at  body  temperature 
and  cools  the  skin.  You  have 
to  be  caref  ul  not  to  inhale 
the  vapour,  so  a  well- 
ventilated  room  -  or 
outdoors  -  is  best.  Some 
caution  is  also  necessary  if 
there  is  broken  skin.  Most  of 
all,  remember  the  abuse 
potential.  If  you  know,  or 
suspect,  that  the  product  is 
to  be  used  for  intoxication, 
don't  sell  it.  It  is  against  the 
law.  Why  not  recommend  an 
alternative  presentation  such 
as  a  gel  (eg  Deep  Freeze  gel) 
or  an  ice  pack  (Medisport 
Instant  ice  pack). 

Heat,  oddly  enough,  can 
work  too.  Warmth  increases 
blood  flow  to  the  site  of  pain, 
perfusing  the  damaged  area 
with  oxygen,  nutrients  and 
blood  cells  to  combat 
infection.  It  also  acts  as  a 
counter  irritant.  It  takes  your 
mind  off  the  other  problem. 

Certain  rubbing  creams 
use  a  mixture  of  friction, 
blood  vessel  dilation  and 
counter  irritation  to  work. 
Examples  ol  this  type  of 
product  are  Algipan,  Fiery 
Jack  ointment  or  cream,  and 
Tiger  Balm.  These  products 
can  be  fiery  on  the  skin  and 


I. 


agonising  il  they  get  into  the 
eyes.  The  moral  is  to  read 
the  label  well  and  insist  your 
customers  wash  their  hands 
after  applying  the  cream. 

Heat  rubs  or  liniments 
should  never  be  used  for  first 
aid  treatment.  While  cold 
treatments  decrease  blood 
flow  to  the  injured  area  thus 
limiting  swelling,  heat 
treatments  can  have  the 
opposite  effect  and  the 
increased  circulation  may 
increase  tissue  damage. 

Local  anaesthetics,  such  as 
Xylocame,  have  a  limited 
use  in  this  field.  If  the  truth 
were  to  be  told,  we  should 
call  them  local  analgesics 
really.  Local  anaesthetics 
produce  analgesia  not 
anaesthesia!  However, 
whatever  we  call  them  they 
block  the  detection  of  the 
pain  impulses  at  the  site  of 
injury.  The  obvious  example 
is  when  the  dentist  applies 
lignocaine  to  deaden  pain. 

NSAIDs  -  non-steroidal 
anti-inflammatory  drugs  - 
are  best  known  in  their  oral 
form,  but  increasing 
numbers  of  presentations  for  It 
external  application  are 
coming  on  to  the  market  (see  il 
Box  f ).  Their  major  claim  is 
that  they  deliver  the  benefits 
of  NSAIDs  without  the 
systemic  side  effects, 
particularly  gastric  irritation. 
It  has  to  be  agreed  that  the 
skin  represents  a  barrier  to 
absorption,  but  once  the 
NSAID  has  penetrated  it  has   1  j 
a  high  affinity  for  tissues 
beneath.  Local  irritation 
after  application  is  rare  and 
invariably  disappears 
quickly  on  discontinuation  of  I 
therapy.  Some  preparations 
sensitise  the  skin  to  sunlight, 
so  caution  is  recommended. 
Alert  asthmatics  to  the 
possibility  of  a  reduction  in 
control  of  their  condition  if 
they  use  topical  NSAIDs. 

Oral  analgesics 

The  choice  of  which  of  our 
range  of  painkillers  to 
recommend  comes  down  to 
the  guestion  "What  are  you 
trying  to  achieve?" 

All  ot  the  products  we 
stock  are  based  on  aspirin, 
paracetamol,  codeine  (in  one 
form  or  another)  and 
NSAIDs.  They  will  all 
deaden  pain  to  a  greater  or 
lesser  extent  and  some  have 
anti-inflammatory 
properties,  others  don't. 
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Test  your  product 
knowledge  by  identifying 
the  non-steroidal  anti- 
inflammatory drug  in  the 
following  topical  products: 

Deep,  Belief  Gel 
Oifflaro  Cream 
Felderie  P  Gel 
Ibugel 
Ibuleve  . 

Movelat  RelfeiCream  and 
Gel 

Oruvail  Gel 

Proflex  Pain  ReltefiCream 
.■Radian  B 
Solpaflex  Gel 
Traxam  Pain  Relief  Gel 


Sports  advice  on 
the  Internet 

Medisports'  Getting  Better 
Guide,  a  multi-level  sports 
injury  information  and  self- 
help  site,  has  been  launched 
on  the  Internet.  It  offers 
practical  advice  on  common 
injuries.  The  interactive  Guide 
identifies  the  injury  by  site  of 
pain,  its  likely  cause,  your 
body's  reaction  and  suitable 
treatments.  Check  it  out  at 
www.medisport.co.uk 


Aspirin  and  NSAIDs  work 
at  the  site  of  injury  by 
interfering  vvilh  I  he 
production  ol  prostaglandins. 
They  are,  therefore,  anti- 
inflammatory as  well  as 
analgesie,  hul  only  il  the 
dose  is  maintained.  Thou 
disadvantage  is  that  they  can 
produce  seven1  gasl  ric 
irritation,  even  to  the  extent 
ot  intestinal  ulceration  and 
blooding.  This  can  bo 
reduced  il  taken  with  01  allei 
lood  or  in  the  dispersihle 
presentations.  Asthma 
attacks  can  be  triggered  by 
aspirin  and  NSAIDs,  and 
both  should  be  avoided  in 
pregnancy,  particularly  the 
last  third  ol  the  term. 

Aspirin  interacts  with 
warfarin  and  can  produce 
life-threatening  bleeds.  It  is 
also  contraindicated  for  the 
under  12s  because  of  the 
link  with  Reye's  syndrome. 

Paracetamol  is  often 
treated  as  an  every  day 
commodity  -  people  torget 
just  how  powerful  and 
dangerous  it  can  be. 
Overdosing  is  easy  because 
ol  the  largo  number  and 
variety  of  preparations 
containing  it.  "The 
paracetamol  didn't  shift  the 
pain,  so  I  took  a  couple  of 
Solpadeine  as  well. "  Does 
that  sound  familiar?  The  way 
paracetamol  works  is  not 
clearly  understood.  It  seems 
the  major  activity  is  in  1  ho 
brain  and  only  a  little  is  <il 


the  silo  ol  lissuo  damage, 
hence  it  has  little  anti- 
inflammatory effect  and 
relies  mostly  on  lis  central, 
analgesic  action. 

( lodeine  and  other  opiate 
derivatives  work  directly 
within  the  brain.  They 
interfere  with  the 
interpretation  of  the  pain 
signals  bom  the  silo  ol 
injury.  As  such,  the  opiates 
have  no  anti-inflammatory 
properties  but  because  ol 
their  central  activity  may 
cause  dangerous  depression 
ol  Ihe  breulhmg  and  cough 
centres  in  the  brain.  They 
are  also  constipating. 
I  laving  said  that,  there  is  a 
great  lollowing  loi  the 
combination  ol  paracetemol 
and  dihydrooodeme  lor  lhal 
high  unpad  preparation  foi 
acute  and  severe  pain 

When  to  refer 

Simple  strains  and  mild 
sprains  are  suitable 
conditions  tor  treatment  aftei 
we  have  ruled  out  major 
damage  such  as  dislocation 
and  fractures.  ( lustomers 
who  are  pregnant,  aslhmalie, 
taking  warfarin  or  the  new 
high  powered  ulcer  treating 
medicines  should  all  bo 
referred  to  the  pharmacist. 

II  the  joint  is  too  painful  to 
move  or  to  take  the 
customer's  weight,  or  il  the 
swelling  and  pain  have  not 
reduced  alter  24  hours,  il's 
best  to  get  the  pharmacist 
involved.  Customers 
complaining  of  persistent 
joint  pain  and  tenderness, 
particularly  accompanied  by 
morning  stiffness,  may  be 
starting  to  sutler  from 
arthritis  and  should  visit 
their  GP. 

It  would  probably  be  as 
well  to  have  another  look  a  I 
the  pharmacy  protocol  and 
review  the  2WHAM  card  in 
the  light  ol  analgesic  requests 
and  whom  to  refer.  Better  sate 
than  sony.  That's  why  your 
customers  come  lo  you  lor 
your  advice  on  medicines! 


Spotlight  on  sports  people 

Eight  out  of  ten  respondents  to  a  recent  health  and  Fitness/Nurofen 
survey  suffered  a  sports  injury  in  the  past  12  months.  More 
worrying  was  the  fact  that  nearly  half  of  the  people  who  replied 
admitted  that  they  continued  to  exercise  while  injured. 

Injuries  most  commonly  occurred  during  aerobics  (23  per  cent), 
running  (22  per  cent)  or  weight  training  (12  per  cent),  while 
aerobic  injuries  are  most  common  in  high  impact  classes. 

The  knee  (26  per  cent)  and  back/spine  (14  per  cent)  were  the 
most  commonly  affected  areas.  Top  response  to  injury  was  rest 
(32  per  cent)  closely  followed  by  painkillers  (27  per  cent). 

Nurofen  says  most  of  these  injuries  can  be  avoided  by  careful 
attention  to  posture,  the  amount  of  exercise  being  done,  foot  wear 
and  technique.  If  any  pain  is  experienced  at  all  while  exercising, 
stop  at  once  -  otherwise  the  damage  can  be  multiplied. 
•  The  Nurofen  Advisory  Service  produces  a  series  of  information 
booklets  on  all  aspects  of  pain,  including  one  on  Sports  Injuries. 
For  a  free  copy,  send  a  large  stamped  addressed  envelope  to:  The 
Nurofen  Advisory  Service,  P0  Box  193,  Nottingham  NG3  2HA. 


Stick  These 

D 

Plasters 
On 

Your  Shelf  ! 
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Introducing  new  FastAid  Blister  Plasters 
from  Robinson  Healthcare  and  a  new 
hard  hitting  advertising  support 
campaign. 

FastAid  Blister  Plasters  are  cushioned, 
hydrocolloid  plasters  specifically  designed 
to   prevent  and   protect  blisters. 

They  feature: 

•  An  absorbent,  soothing  hydrocolloid 
pad  to  draw  moisture  from  the  blister. 

•  A  thick  cushioned  dressing  to  reduce 
friction   and   further  rubbing. 

•  Two  sizes  designed  for  application 
to  hands  and  feet. 

Available  in  a  handy  5  pack  wallet,  new 
FastAid  Blister  Plasters  will  be  supported 
by  a  targeted  national  advertising 
campaign. 

For  further  details  contact  Robinson 
Customer  Services  on  01246  220022. 


FastA/d 


A  Complete  range  of  First  Aid  products 


OVER  THE  COUNTER  22  March  1997 


Getting  to 
grips  with  pain 


Oral  analgesics 
is  the  most 
valuable  sector 
of  the  OTC 
market, 
accounting  for 
£205.8  million 
in  1995. 

the  actions  and 
indications  of 

common 
painkillers 

Taking  painkillers  is  seen  as 
a  normal  course  of  action  by 
most  people  requiring  fast 
and  effective  relief  from 
painful  ailments  including 
headaches,  period  pains, 
colds,  toothache,  backache 
and  muscular  pains. 

However,  some  of  those 
who  pop  into  the  pharmacy 
for  a  painkiller,  could  be  in 
danger  of  unwittingly 
harming  themselves.  Others 
may  not  be  using  the  most 
effective  analgesic  for  the 


particular  pain  they  are 
suffering. 

As  a  pharmacy  assistant, 
you  have  a  vital  role  to  play 
in  ensuring  that  analgesics 
are  used  safely  and 
effectively.  You  can  make 
sure  that  their  familiarity 
doesn't  cause  people  to 
torget  that  they  are  powerful 
medicines. 

Your  customers  may  be 
under  the  false  impression 
that  if  their  painkiller  doesn't 
work  at  first,  increasing  the 
dosage  will  make  it  more 
effective.  Others  don't 
realise  that  preparations  for 
different  ailments  may 
contain  the  same  active 
ingredient  and  this  too  can 
lead  to  an  overdose.  For 
example,  someone  taking 
regular  doses  of  paracetamol 
for  a  headache,  may  also 
drink  hot  remedies  such  as 
Lemsip  for  a  cold,  without 
realising  lhat  this  also 
contains  paracetamol.  As  a 
consequence  they  may 
exceed  the  recommended 
dosage. 

Another  customer  using 
aspirin  could  take  more  than 


the  recommended  dose  if 
they  then  use  Alka  Seltzer 
after  a  hectic  round  of 
parties. 

Every  year,  around  two 
dozen  people  die  due  to 
accidental  poisoning  by  oral 
analgesics.  Just  double  the 
dose  of  paracetamol  can 
have  potentially  deadly 
results  -  15-20  tablets  can 
lead  to  fatal  liver  damage. 

This  is  the  reason  for  the 
recent  government 
proposals  to  restrict  the  pack 
size  of  all  analgesics  and 
include  patient  information 
leaflets,  and  for  the 
continuing  debate  about 
whether  analgesics  should 
be  restricted  for  sale  in  the 
pharmacy  alone,  where 
professional  advice  on  their 
use  is  readily  available. 

For  instance,  how  many 
grocers  or  garage  attendants 
who  sell  aspirin,  or  parents, 
for  that  matter,  know  that  it 
should  never  be  given  to 
children  under  12  because  of 
the  danger  of  the  brain 
disorder  Reyes  syndrome? 

Many  people  are  aware 
that  aspirin  can  cause  gastric 


upsets  but  how  many  also 
know  that,  like  ibuprofen,  it 
can  cause  asthmatics  to  have 
an  attack?  Just  one  dose  of 
aspirin,  ibuprofen  or  any 
NSAID  can  cause  increased 
wheeziness,  which  may  lead 
to  a  fatal  attack. 

How  can  you  help? 

Although  analgesics  are  safe 
when  taken  correctly,  it's 
important  to  be  vigilant 
when  selling  them  so  that 
mistakes  do  not  occur.  The 
following  points  are  a  useful 
guide: 

•  ask  the  2WHAM 
questions  carefully 

•  when  asking  if  the  patient 
is  taking  any  other 
medication,  it's  wise  to  make 
a  special  mention  of  cold  or 
hangover  remedies,  which 
the  patient  may  not  realise 
already  contain  analgesic 

•  don't  sell  aspirin  it 
anticoagulant  medication  is 
being  taken 

•  when  you  ask  whether 
they  have  taken  the 
preparation  before,  check 
that  they  are  not  asthmatic 

•  get  into  the  habit  of 
stating  the  active  analgesic 
in  the  brand  as  you  are 
giving  it  to  the  customer. 
This  will  help  to  make  them 

Continued  on  pi  4 


Aspirin 

Analgesic,  antipyretic  and 
anti-inflammatory 
Maximum  daily  dose  3600mg 
(12  x300mg  tablets). 
However,  it  is  safer  to 
recommend  taking  up  to  eight 
300mg  tablets 

Paracetamol 

Analgesic  and  anti-pyretic 
Maximum  dose  4g  daily  (eight 
500mg  tablets).  Paracetamol 
starts  to  be  toxic  to  the  liver  at 
about  10g  (20  tablets) 

Ibuprofen 

Analgesic,  anti-pyretic  and 
anti-inflammatory 
Maximum  daily  dose  2400mg 
(12  x200mg  tablets) 
Should  be  avoided  by  patients 
with  stomach  ulcers  or  other 
gastro-intestinal  disorders 
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Competition 


PARACODOL 


STRONG 
PAIN  RELIEF 
WITHOUT 
PRESCRIPTION 


CONTAINS  PARACETAMOL  &  CODEINE 


HI 
■4 


Win  a  luxury 
with  Para 


When  customers  enter  the  pharmacy  requesting  a 
painkiller,  in  the  majority  of  cases  they  are  looking  for  a 
product  that  can  be  taken  for  a  variety  of  ailment  s,  rather 
than  buying  different  products  for  different  aches  and 
pains. 

Paraeodol  from  Roche  Consumer  Health  offers  strong  pain  relief 
without  prescription.  The  pharmacy  is  still  the  first  port,  of  call  for 
many  customers  who  want  a  prescription-strength  analgesic.  As  the 
trend  for  self-medication  continues,  the  role  of  the  pharmacist  will 
become  even  more  crucial  as  more  consumers  turn  to  the  pharmacist 
instead  of  their  GP  for  advice. 

What  does  Paraeodol  treat? 

It  provides  relief  from  a  wide  range  of  ailments  ranging  from: 

•  Headaches,  including  t  ension  headaches  and  migraine 

•  Cold  and  flu  symptoms,  including  raised  temperature  and  sore 
throats 

Muscular  and  rheumatic  pains 

•  Neuralgia 

•  Period  pain 

•  Dental  pain. 

How  does  it  work? 

Paraeodol  has  a  special  formulation,  which  is  a  powerful  combination 
of  paracetamol  and  codeine  -  two  of  the  most  recognised  painkillers 
available.  Codeine  is  one  of  the  strongest  pain-relieving  ingredients 
available  without  prescription  and,  combined  with  paracetamol, 
relieves  pain  with  little  risk  of  stomach  upset.  Paraeodol  is  also 
caffeine-free,  which  means  that  it  won't  disturb  sleep. 

Is  a  combination  product  more 
effective  than  a  single  analgesic? 

Combination  analgesics  are  more  effective  than  single  analgesics 
because  they  can  attack  pain  on  different  levels.  In  Paraeodol,  the 
paracetamol  works  by  helping  to  inhibit  the  body's  production  of 
prostaglandins  which  transmit  the  feeling  of  pain  around  the  body. 
Codeine  enhances  the  pain-relieving  properties  of  paracetamol  by 
reducing  the  body's  perception  of  pain  through  the  central  nervous 
system. 

Paraeodol  is  available  in  soluble  formulations  of  12,  30  and  60 
tablets,  and  capsule  packs  of  10  and  30. 

Rules  i  Entry  to  this  competition  can  only  be  made  on  the  official 
form.  2  One  entry  per  pharmacy  only.  3  Entries  failing  to  comply  with 
the  rules,  entries  late,  illegible  or  lost  in  the  post  cannot  be  accepted  for 
prize  selection.  U  Entry  is  not  open  to  employees  of  Roche  Products  Ltd, 
Miller  Freeman,  their  families  or  the  companies"  agents.  5  Proof  of 
posting  cannot  be  accepted  as  proof  of  receipt.  6  Tlie  closing  date  for  the 
competition  is  April  30,  1997.  Entries  received  after  the  closing  date 
will  not  be  accepted.  7  Ttie  winner  will  be  drawn  from  correct  entries 
on  A,  1997.  8  Once  the  wi>merhas  been  announced,  no  correspondence 
will  be  entered  into.  9  No  cash  alternative  will  be  offered.  10  Roche 
Products  Ltd  reserves  the  right  to  use  any  submissions  in  its  future 
publicity.  11  No  purchase  necessary. 


Win  a  weekend  away! 

Roche  Consumer  Health  is  offering  one  pharmacy  assistant  the 
chance  to  win  a  luxury  weekend  for  two  at  Hoar  Cross  Hall  in 
Staffordshire  -  one  of  the  UK's  most  exclusive  health  spa  resorts  - 
to  help  you  recharge  your  batteries!  Your  weekend  includes  full 
board  and  use  of  the  facilities,  plus  a  selection  of  treatments, 
ranging  from  a  full  body  massage  and  aromatherapy  to  a  wealth  of 
fitness  activities.  If  you  would  like  to  enter  the  competition,  simply 
answer  the  following  guestions: 

Q1  Name  three  ailments  that  can  be  alleviated  by  using  PARACODOL 
A  

02  What  are  the  two  main  active  ingredients  in  PARACODOL? 

A  

03  Where  is  Hoar  Cross  Hall  located? 

A  


Name. 


Address. 


.Tel. 


Pharmacy.. 


Send  your  completed  form  to:  Paraeodol  Competition/OIC,  Miller 
Freeman  House,  Sovereign  Way,  Tonbridge,  KentTN9  1RW.  The 
closing  date  is  April  30, 1997.  All  correct  entries  received  by  that  ' 
^ate  will  be  entered  into  the  draw.  Winners  will  be  notified  by  postj 


Product  Information 

Paraeodol  (includes  tablets  and  eapsules)  Each  tablet/capsule  contains:  Paracetamol  BPSOOmg  and  Codeine  Phosphate  BP  8mg.  Paraeodol  tablets  contain  the  equivalent  of  l  og  of  Sodium  Citrate  BP 
Uses:  For  the  treatment  of  pain,  including  muscular  and  rheumatic  pain,  toothache,  migraine,  neuralgia,  sore  tliroat,  period  pain  and  discomfort  associated  with  influenza,  fevenshness  and  feverish  colds. 
Dosage  and  administration:  Dissolve  tablets  in  water  before  taking.  Adults:  1-2  tablets  or  capsules.  If  necessary,  the  dose  may  be  repeated  even-  4-6  hours,  with  a  maximum  of  S  tablets  or  capsules  in  24 
hours.  Children:  6-12  years,  0.5-1  tablet.  Not  more  than  4  doses  to  be  taken  in  24  hours.  Tablets  are  not  recommended  for  children  under  6  years,  and  capsules  are  not  recommended  for  children  under  12 
years.  Not  to  be  taken  by  persons  hypersensitive  to  any  of  the  ingredients.  Customers  requiring  tablets  w  ho  are  on  a  reduced  sodium  diet  or  who  have  renal  or  hepatic  impairment  should  be  referred  to  their 
doctor.  Codeine  can  cause  constipation.  Prices:  (me  VAT)  Soluble  Tablets:  12s, £1.81;  30s, S3. 75;  60s, £5.69.  Capsules:  10s, £1.45;  30s, £3.59.  Legal  Category:  P  Product  Licence  Numbers:  PL0031/0368 
I  Tablets).  PU)(i:il  11: ',70  (Capsules)  Product  Licence  Holder:  Roi  he  Consumer  Health  Ltd  I"  Broadwatei  Road  VVHwyn  I  iardon  i  if\  I  f .  nfordshuv  U.7  :  YJ  Date  <.l  last  review  Mat  b  1997 


The  leading  oral 
analgesic  brands 

1.  Anadin 

2.  Nurofen 

3.  Solpadeine 

4.  Panadol 

5.  Hedex 
Nielsen 


Poisonings  with  oral  analgesics  have  prompted 
government  proposals  to  restrict  pack  sizes 


Continued  from  pi  2 

aware,  as  well  as  being  a 
reminder  to  yourself 

•  if  the  pain  won't  go  away 
even  after  taking  analgesics, 
it  could  be  a  sign  of 
something  more  severe,  so 
always  refer  to  the 
pharmacist 

•  never  sell  two  products 
containing  paracetamol  to 
the  same  person  without 
referring  to  the  pharmacist 

•  refer,  too,  if  the  customer 
complains  of  other 
symptoms  such  as  dizziness 
or  shortness  of  breath 

•  refer  pregnant  or 
breastfeeding  women. 


•  Putting  it  into  practice 

As  an  exercise,  see  if  you  can 
name  the  analgesic  in  the 
painkillers  and  cold  remedies 
that  you  sell.  Mentally  group 
together  all  the  products 
containing  aspirin.  Later,  do 
the  same  tor  paracetamol  and 
then  ibuprofen.  Get  to  know 
the  most  popular  ones  well. 


Analgesic  awareness 

If  you  get  to  know  the 
different  analgesics  and  how 
they  work  it  will  help  you 
when  giving  information  to  a 
customer. 
•  Aspirin 

Aspirin  has  been  used  as  a 
painkiller  for  about  a 
century.  It  blocks  the 


production  of  prostaglandin, 
which  causes  pain, 
inflammation  and  fever  and 
is  present  as  part  of  the 
menstrual  cycle.  So  taking 
aspirin  is  good  for  reducing 
a  wide  range  of  pain 
especially  those  caused  by 
inflammation  such  as  painful 
joints  and  sunburn. 

Aspirin  will  also  help  to 
lower  temperature  during 
colds  and  flu  and  is  a 
suitable  choice  for  those 
suffering  from  painful 
periods.  Normally,  one  to 
three  tablets  are  taken  every 
four  to  six  hours  with  a 
maximum  of  12  daily. 

Aspirin  interacts  badly 
with  anticoagulants  such  as 
warfarin  as  well  as  with 
antacids  and  anti-epileptic 
drugs. 

It  can  cause  gastric 
problems  especially  at  high 
doses.  This  can  be  reduced 
by  taking  enteric  coated 
aspirin  or  by  using  soluble 
aspirin  which  will  also  work 
quicker.  Taking  it  with  food 
or  just  after  eating  wiil  also 
help  reduce  the  gastric 
irritation. 
•  Ibuprofen 

Since  its  introduction  nearly 
30  years  ago,  sales  of 
ibuprofen  account  for  almost 
a  quarter  of  the  analgesic 
market. 

Like  aspirin,  it  blocks 
prostaglandin  production 
but  works  faster  and  is 
better  tolerated,  being 


gentler  on  the  stomach,  but 
should  stiil  be  taken  with 
food  and  not  by  those 
suffering  from  stomach 
ulcers.  Its  potent  anti- 
inflammatory action  i s  good 
for  headaches,  muscular  and 
period  pains  and  for 
reducing  the  feverishness 
that  accompanies  colds  and 
flu. 

It  is  most  effective  when 
taken  at  the  first  sign  of  pain 
or  fever.  After  an  initial  two- 
tablet  dose,  one  or  two 
tablets  are  taken  every  four 
to  six  hours  with  a  maximum 
of  2400mg  daily  (12  x  200mg 
or  six  x  400mg).  It  should  not 
be  used  during  pregnancy  or 
by  those  with  asthma. 

•  Paracetamol 

How  paracetamol  works  is 
unclear.  It  does  stop  the 
formation  of  prostaglandin, 
although  not  as  well  as 
aspirin  and  ibuprofen  but  it 
is,  nevertheless,  a  good 
painkiller  and  very  effective 
at  lowering  a  high 
temperature.  It  has  no  anti- 
lnllammatory  action.  Taken 
to  the  correct  dosage 
paracetamol  has  few  side 
effects  and  can  be  taken  by 
pregnant  women  and 
children.  One  or  two  tablets 
are  taken  every  four  to  six 
hours  with  a  maximum  ot 
eight  tablets  in  24  hours.  It  is 
effective  in  10-60  minutes 

•  Combination  analgesics 
Sales  of  combination 
analgesics  are  widespread, 
the  belief  being  that  they 
contain  drugs  which  work  in 
two  different  ways  to  give 
efficient  pain  relief .  Recent 
research  has  found  that 
there  is  a  small  (5  per  cent) 
increase  in  pain  relief  with 
combination  analgesics  but 
also  an  increased  risk  of  side 
effects  with  regular  use. 
There  has  been  some 
controversy  over  these  in  the 
past,  with  critics  guestioning 
the  wisdom  of  subjecting 
patients  to  the  risk  of  a 
combination  of  side  effects 
with  little  extra  pain  relief. 
Most  of  the  combination 
analgesics  contain  codeine. 

•  Codeine 

Codeine  works  on  the  opoid 
receptors  in  the  brain  to 
block  the  pain  message.  It  is 
mostly  combined  with 
paracetamol  and  either 
aspirin  or  ibuprofen  so  many 
are  not  suitable  for 
asthmatics.  Those  that  are 
suitable  include  Solpadeine, 
Paracodol,  Panerel,  Panadol 
Ultra  and  Nurofen  Plus. 
Dihydrocodeine,  another 
member  of  the  opiate  family, 
offers  twice  the  pain  relief  of 
codeine  and  is  found  in 
Paramol. 

•  Caffeine 

Solpadeine,  Propain  and 
Syndol  also  contain  caffeine. 


Although  the  amount  is  less 
than  in  a  cup  of  coffee,  these 
should  perhaps  be  avoided 
at  bedtime  when  a  good 
night's  sleep  is  needed  and 
in  people  who  tend  to  sulfer 
pain  at  night. 

Children's  choice 

Babies  and  children  suffer 
pain  from  teething  or  may 
need  anaigesics  to  reduce  a 
temperature  after  a 
vaccination  or  when 
suffering  a  cold.  Until 
recently,  paracetamol  was 
the  only  OTC  analgesic 
option  that  could  safely  be 
given  to  children.  These 
preparations  include  the 
market  leader  Calpol,  a 
suspension  which  also 
comes  in  a  sugar-free  form 
and  Disprol  in  the  form  ot  a 
suspension  or  soluble 
tablets. 

Now,  however,  Junifen,  a 
colour-free,  sugar-free 
suspension  containing 
ibuprofen  is  available  OTC. 
Remember  that  this  is  not 
appropriate  for  children 
suffering  from  asthma. 

On-line  assistance 

Nurofen  have  set  up  some 
free  phone  training  lines 
which  allow  you  to 
participate  in  a  simulation  of 
situations  with  customers 
requiring  an  analgesic  for  a 
variety  of  types  of  pain. 

Telephone  the  exchange 
0500  500  followed  by  381  for 
migraine,  382  for  headache, 
383  backache,  384  sports 
injuries,  385  dental  pain,  and 
0500  100  789  for  advice  on 
dealing  with  period  pain. 

Their  pharmacy  assistant 
training  package  includes  a 
cassette  which  conveys  four 
common  scenarios  with  an 
analysis  of  symptoms  and  a 
recommendation  for  each 
case.  A  series  of  seven 
information  booklets 
covering  all  aspects  of  pain 
are  also  available  by 
sending  a  SAE  (7  x  lOin)  to: 
The  Nurofen  Advisory 
Service,  PO  Box  193, 
Nottingham,  NG3  2HA. 

Finally 

Used  wisely,  analgesics  give 
fast  and  effective  relief  for  a 
variety  of  different  type  of 
pain  but  they  are  powerful 
medications  and  should 
always  be  treated  as  such. 
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Around  120  million 
people  in  the 
developed  world 
are  affected  by 
migraine.  Maria 
Murray  finds  out 
more  about  this 
common  condition 
and  current 
management 
guidelines 

Migraine  is  no  respecter  of 
social  class,  intelligence  or 
employment  status,  although 
it  does  show  some  sexual 
discrimination,  affecting 
more  women  than  men.  The 
first  migraine  attack  may 
strike  at  any  age  from  early 
childhood  to  adult  life.  Onset 
is  unusual,  though,  after  the 
age  of  40. 

Apart  from  the  significant 
impact  on  guality  of  life, 
migraine  is  associated  with 
considerable  economic  costs. 
The  total  cost  to  the  NHS  of 
treating  migraine  is  a 
relatively  modest  £112 
million,  not  accounting  for 
the  6  million  working  days  a 
year  lost  or  the  reduced 
productivity  of  sufferers  who 
struggle  into  work. 

What  is  it? 

Migraine  is  a  much-abused 
term,  often  used  by  non- 
sufferers  to  describe  what  is 
just  a  severe  headache.  In 
fact,  a  migraine  sufferer 
periodically  experiences 
attacks  which  can  last  from 
four  to  72  hours  with 
headache  accompanied  by 
nausea,  vomiting,  dislike  of 
light,  sound  and  smell. 

Migraine  is  usually 
classified  as  'classical'  (with 
aura)  where  the  sufferer 
experiences  visual  or 
sensory  disturbances  before 
the  actual  attack,  or 
'common',  where  there  is  no 
aura. 

The  headache  is  normally 
confined  to  one  side  and  is 
best  described  as 
'throbbing'.  Moving  the 
head  tends  to  make  matters 
worse  so  most  patients 
prefer  to  he  down,  if  possible 
in  a  quiet,  dark  room. 

The  actual  cause  of 
migraine  is  still  being 


investigated.  What  is  known 
is  that  migraine  is  a  vascular 
type  of  headache  related  to 
the  release  of  chemical 
neurotransmitters  such  as 
5-hydoxytryptamine 
(serotonin/5-HT)  and  their 
effect  on  cranial  blood  flow. 

Attacks  can  be 
precipitated  by  a  number  of 
'trigger'  factors.  These 
include: 

dietary  factors  (chocolate, 
cheese,  alcohol,  hunger) 

hormonal  (oral 
contraceptive,  menstruation, 
menopause) 

sensory  (flashing  or  very 
bright  Lights,  loud  noises  or 
strong  smells) 

stress. 

Identifying  and  avoiding 
or  controlling  trigger  factors 
has  been  shown  to  halve  the 
frequency  of  attacks  in  some 
migraine  sufferers.  However, 
it  has  been  suggested  that 
for  80  per  cent  of 
migraineurs,  their  attacks 
are  not  triggered  at  all. 

Migraine  attacks  vary  in 
frequency  and  severity  but 
rarely  occur  more  than  once 
or  twice  a  week.  Most 
sufferers  report  suffering  one 
or  two  attacks  a  month. 

Management  plan 

Although  there  is  no  cure  for 
migraine  a  wide  range  of 
medications,  both  OTC  and 
on  prescription,  can  relieve 
symptoms  and  significantly 
improve  the  quality  of  life  for 
the  sufferer 


New  guidelines  have  been 
drawn  up  by  a  group  of 
professionals  with  an  interest 
in  migraine  (Migraine  in 
Primary  Care  Advisors 
Group,  MIPCA)  to  help 
improve  management  of  the 
condition.  The  guidelines 
highlight  the  need  for  all 
pharmacy  staff  to  watch  out 
for  customers  repeatedly 
buying  painkillers  or  asking 
for  'stronger'  headache 
products. 

Following  the  guidelines, 
treatment  starts  with  a 
simple  analgesic  and/or  an 
anti-emetic,  whether  OTC  or 
prescription. 

Check  your  product 
knowledge  by  listing  the  brand 
names  and  active  ingredients 
of  three  simple  analgesics, 
and  one  combination  product 

l. 

2. 
3. 
4. 

It's  important  to  establish 
what  your  customer  has 
tried  before.  Check  whether 
the  dose  they  were  taking 
was  adequate  and  when 
they  were  taking  the 
medication.  Simple 
analgesics  can  be  effective  if 
taken  as  soon  as  possible 
after  the  onset  of  an  attack. 

If  migraine  attacks  are  not 
controlled  with  this  type  of 
medication  then  treatment 


with  sumatriptan  (Imigran) 
is  usually  recommended. 
Patients  who  complain  of 
suffering  frequent  attacks 
(more  than  15  days  a  month) 
may  be  suffering  from  a 
syndrome  known  as  'chronic 
daily  headache'  and  this 
requires  different  treatment 
to  migraine  and  possible 
referral  to  a  specialist. 

If  a  migraine  diagnosis  is 
confirmed  and  the  patient  is 
suffering  four  or  more 
attacks  per  month, 
preventative  therapy  using 
drugs  such  as  propranolol  or 
pizotifen  may  be  useful. 

It  is  also  recognised  that 
some  migraines  respond  to 
alternative  therapies  such  as 
acupuncture,  relaxation  and 
herbal  remedies. 

Future  plans 

Researchers  in  Northern 
Ireland  claim  they  have 
discovered  that  the  trigger 
factor  for  most  migraines  is 
clenching  of  teeth,  which 
usually  happens  during  a 
night's  sleep.  To  overcome 
this  Professor  Philip  Lamey, 
leader  of  the  team  at 
Queen's  University  and  the 
Royal  Victoria  Hospital,  has 
designed  dental  splint, 
similar  to  a  gum  shield, 
which  prevents  the  upper 
and  lower  sets  of  teeth 
touching. 

It  appears  that  clenching 
the  jaw  muscles  causes  the 
production  of  chemical 
substances  known  as 
neuropeptides.  The  specific 
peptide  associated  with  the 
development  of  a  migraine 
has  been  identified  and  the 
next  step  will  be  to  develop  a 
drug  targeting  this  peptide. 

Conclusion 

Although  migraine  is  not  a 
life-threatening  disease,  it  is 
a  painful  and  disabling 
condition  that  impacts 
significantly  on  the  social 
and  professional  lives  of 
sufferers.  Working  with  GPs, 
pharmacists  and  pharmacy 
assistants  can  help  ensure 
that  migraine  sufferers 
effectively  manage  their 
condition  and  enjoy  an 
improved  quality  of  life. 

•  British  Migraine 
Association,  tel:  01932 
352468 

•  The  Migraine  Trust,  tel: 
0171  278  2676. 
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It's  a  man's  world. 


•t 


It  may  be  a  man's 
world  but,  as  Mary 
Allen  explains, 
when  it  comes  to 
health,  men  have 
their  fair  share  of 
problems 

You  may  be  forgiven  for 
thinking  men's  health  issues 
are  restricted  to  their  dangly 
bits;  all  testicles,  prostates 
and  impotence.  While 
testicular  cancer  and 
prostate  problems  are 
significant  health  issues  for 
men,  the  fact  is  that  coronary 
heart  disease  is  the  biggest 
killer,  responsible  for  around 
30  per  cent  of  all  male 
deaths  in  this  country. 

Another  fact  is  that  men 
die  younger  than  women. 
Throughout  this  century, 
men  have  consistently  had  a 
life  expectancy  of  around 
five  years  less  than  women. 
Current  expectancy  is 
around  75  years  for  men  and 
78  years  for  women.  Looking 
at  the  chart  below,  we  can 
see  that  many  causes  of 
death  are  preventable  (or  at 
least  'delayable'). 

The  causes  of  deaths  in 
males  vary  with  age.  In 
younger  men,  the  main 
causes  are  accidents  and 
suicides  -  both  preventable. 
Twenty  one  per  cent  of 
deaths  in  men  aged  15-34 
are  from  road  traffic 
accidents  and  a  further  20 
per  cent  from  other  injuries 
and  poisoning.  A  tragic  f  7 
per  cent  of  deaths  are  from 
suicides,  and  this  is  on  the 
increase.  Then,  as  men  get 
older,  heart  disease  and 
cancers  are  the  main  killers. 

So  why  aren't  men  doing 
more  to  help  themselves? 
Studies  have  shown  that  just 
being  male  can  be  a  health 
hazard!  In  general,  men 


ignore  their  health  needs. 
They  are  more  likely  than 
women  to  take  risks  and 
much  less  likely  to  report 
symptoms.  Fewer  men  visit 
their  GP.  They  have  more 
difficulty  in  asking  for  help 
than  women.  However,  they 
tend  to  be  admitted  to 
hospital  more  often  - 


Causes  of  death  in  males  in  England  1992 


Cause  of  death 

percentage  of  male  deaths 

Circulatory  diseases, 

including  heart  disease  and  stroke 

38.6 

Cancers 

31.4 

Suicides,  injuries  and  poisoning 

13.1 

Some  statistics  on  male  deaths  (all  ages)  in  England 
in  1  992  (From  OHE  Compendium  of  Health  Statistics) 


probably  because  they  leave 
things  too  late. 

In  the  past,  the  route  for 
educating  men  about  health 
needs  has  tended  to  be  via 
the  'wife  and  mother' 
approach.  This  is  based  on  a 
tidy  'two  adult  and  two  kids' 
image  of  the  family,  with  the 
wife  influencing  health 
education  in  the  home.  Yet 
whife  this  approach  may 
have  held  good  a  few 
decades  ago,  only  around  30 
per  cent  of  households  in 
England  and  Wales  now 
conform  to  this  rosy  image. 
Interestingly,  90  per  cent  of 
testicular  cancer  is  detected 
by  women  -  so  even  if  they 
aren't  living  together, 
women  can  still  have  a 
positive  effect  on  their  men! 

So  let's  look  at  some 
problems  affecting  men's 


I 


health.  The  incidence  of 
coronary  heart  disease  and 
strokes  can  be  reduced  in 
various  ways  -  through 
smoking  cessation,  diet, 
exercise  and  so  on.  You  can 
do  a  lot  in  your  pharmacy  to 
help  get  the  messages 
across.  Even  if  you  just  focus 
on  one  aspect  you  can  help 
to  make  a  difference.  You 
could  decide  to  use  a 
National  Campaign  week  to 
promote  health  information 
leaflets  on  heart  disease,  or 
promote  smoking  cessation 
as  an  ongoing  thing. 

I  can't  go  on  ... 

Suicide  is  four  times  as 
common  in  men  as  in 
women  and  the  rate  is 
increasing,  especially  in 
younger  men.  Between  1982 
and  1991  the  rate  of  suicide 
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in  young  men  rose  by  an 
appalling  75  per  cent.  We 
may  not  be  able  to  resolve 
their  problems,  but  we  can 
sometimes  help  by  noticing 
those  people  in  our 
pharmacies  who  perhaps 
need  help  and  find  ways  of 
encouraging  them  to  visit 
their  doctors. 

Some  potential  candidates 
for  suicide  may  be  taking 
prescribed  medication  for 
depression  or  schizophrenia. 
We  can  help  to  keep  an  eye 
on  whether  they're  taking 
their  medicines  properly. 
And  check  on  reguests  for 
large  purchases  of  OTC 
medicines  (eg  paracetamol) 
that  might  be  intended  for  a 
suicide  attempt  -  although, 
overdose  is  not  a  preferred 
method  for  men;  they  tend  to 
use  other  methods. 

Accidents  are  a  major 
cause  of  death  and  injury  in 
young  men.  The 
recklessness  of  youth  will 
play  its  part,  but  it's  worth 
remembering  to  warn  about 
side-effects  of  medicines 
where  drowsiness  may  affect 
driving  and  other  work. 

I'm  not  feeling  myself 

Turning  to  the  dangly  bits, 
there  are  alarming  trends. 
Testicular  cancer  is  on  the 
increase,  especially  in  young 
men.  While  less  common 
than  lung  cancer  and  other 
cancers,  the  incidence  has 
doubled  in  the  last  25  years. 
The  good  news  is  that  there 
is  a  high  level  of  complete 
recovery  if  detected  early.  A 
recent  health  campaign 
leaflet,  wittily  entitled  .A 
Whole  New  Ball  Game,  points 
out  that  there  are  around 
1,400  new  cases  a  year  in  the 
UK.  It  also  highlights  the  fact 
that  more  than  50  per  cent  of 
sufferers  do  not  consult  their 
doctor  until  after  the  cancer 
has  spread,  making 
treatment  more  difficult.  So 
early  detection  is  essential 
and  men  must  get  into  the 
habit  of  feeling  themselves 
regularly! 

Where's  your  prostate? 

Another  specifically  male 
danger  zone  is  the  prostate 
gland.  Around  50  per  cent  of 
the  male  population  will 
have  some  sort  of  problem 
with  this  gland,  yet, 
amazingly,  in  a  survey 
conducted  last  year,  more 
women  than  men  knew  that 


prostatic  cancer  only 
affected  men!  In  terms  oi 
cancer  deaths  among  men, 
prostatic  cancer  is  second 
only  to  lung  cancer. 

Most  men  seem  to  hit 
middle  age  withoul  really 
knowing  what  and  where 
the  prostate  gland  is.  Unlike 
women  flic v  lend  not  In 
discuss  bodily  parts  and 
functions. 

The  prostate  gland  is 
situated  just  below  the1 
bladder,  fitting  like  a  sort  of 
collar  round  the  urethra, 
which  is  the  tube  I  hat  carries 
urine  and  semen  through 
the  penis  to  outside  the 
body.  At  birth,  it  is  about  as 
big  as  a  pea,  and  gradually 
grows  to  the  size  of  a  large 
chestnut  in  a  man  in  his  20s. 
From  this  age  it  stays  more 
or  less  the  same  size  until 
middle  age. 

Urination  is  controlled  by 
two  sphincter  muscles;  one 
is  an  external  one  which  is 
under  voluntary  control,  the 
other  an  involuntary  internal 
one  (it  closes  without  the 
man's  awareness),  which 
shuts  off  the  bladder  at 
orgasm  so  that  semen  is 
ejaculated  through  the  penis 
and  is  prevented  from 
passing  into  the  bladder.  It 
also  stops  urine  being  mixed 
with  the  ejaculated  sperm. 

The  prostate  is  not  one 
gland  but  a  collection  of 
many  small  glands,  each 
pouring  their  secretions  into 
ducts  which  lead  into  the 
urethra  during  orgasm  and 
ejaculation.  These 
secretions,  with  oilier  fluids 
from  the  seminal  vesicles, 
provide  a  vehicle  in  which 
sperm  can  travel  to  the 
outside  at  the  time  of 
ejaculation.  Prostatic  fluid 
contains  a  mixture  of 
enzymes,  minerals  and 
substances  called 
prostaglandins,  which  may 
also  help  to  dilate  the  neck 
of  the  womb. 

Disease  state 

The  prostate  gland  is  the  site 
of  two  common  diseases  in 
men  -  benign  prostatic 
hyperplasia  (enlargement) 
and  prostatic  cancer.  The 
gland  almost  always 
enlarges  in  middle  age,  but 
this  doesn't  always  result  in 
medical  problems.  And 
although  it  may  turn 
malignant  in  elderly  men,  if 
doesn't  always  spread  or 


cause  problems. 

The  effects  oi  prostatic 
enlargemenl  are  not  on  the 
man's  sexual  function,  hut 
rather  on  the  m  inary 
function.  When  the  gland 
enlarges,  whelhei  Ihiniigh 
benign  oi  malignanl 
reasons,  it  presses  on  the 
urethra  and  restricts  the  How 
ol  urine.  This  can  result  in 
the  bladdei  nol  emptying 
completely,  producing  a 
reservoii  ol  stagnant  m  ine 
which  can  cause  infection 
More  dangerously,  the  mine 
may  he  forced  kick  up  Hie 
tubes  leading  to  the  kidneys, 
and  any  resulting  hack 
pressure  or  infection  can 
affect  the  function  oi  the 
kidneys. 

Enlargemenl  (and 
obstruction)  may  be  such  a 
gradual  process  that  the  man 
may  he  hardly  aware  ol  it. 
The  lack  of  complete 
emptying  of  the  bladdei 
means  that  it  I  ills  up  again 
sooner,  so  ho  may  notice  ho 
needs  to  visit  the  loo  more 
often.  I  le  may  have  to  get  up 
several  limes  a  nighl  to  have 
a  pee  and  become  aware 
that  the  force  of  his  peeing  is 
not  quite  what  it  was,  or  that 
there  is  a  slight  delay  in 
peeing  once  he's  decide*  I  to 
'go  for  if.  I  le  may  also  start 
to  experience  the  potentially 
embarrassing  symptom  oi 
'terminal  dribbling'.  In  a  man 
without  any  obstruction,  the 
flow  of  urine  stops  abruptly. 
With  prostatic  enlargement, 
the  How  may  continue  a  I  a 
low  level  after  ho  thinks  he's 
'finished',  resulting  in  damp 
patches  on  clothes. 

Benign  enlargement  may 
be  treated  with  medicines  or 
surgery  when  it  becomes  a 
problem.  Surgery  is 
straightforward,  although 
some  men  may  need  a 
'rebore'  after  a  while. 

Prostatic  cancer  may  be 
treated  with  medicines  or 
surgery.  As  with  testicular 
cancer,  recovery  is  more 
likely  it  ll  is  caught  hefore  it 
has  spread,  so  men  are  besl 
advised  to  make  a  trip  to  the 
doctor  to  discuss  the  best 
course  ot  action. 

A  private  problem 

Another  male  problem 
surrounded  in  taboo  is 
impotence,  or  failure  to 
achieve  an  erection.  Men 
are  not  good  at  discussing 
problems  and  this  one  must 
the  be  hardest  one  of  all  (if 
you'll  pardon  the 
expression!).  Most  men 
experience  the  problem  at 
some  stage,  but  tor  many,  it's 
only  a  passing  phase, 
perhaps  due  to  stress  or 
tiredness.  However,  it  can  be 
associated  with  some  illness. 
Men  with  blood  pressure 


problems,  foi  example  can 
have  trouble  in  1 1 1 is 
direction.  The  good  news  is 
thai  medicines  are  available 
to  treal  the  problem  |the  had 
news  is  lhal  I  he  liealment  is 
via  injection!),  as  well  as 
othei  help  and  treatment. 
There  is  a  greal  need  foi 

enooil  i  a<  |i  IK  |  dis<  I  eel 

communication  links  so  l hul 
su l lei ei s  i  an  benefit  from 
available  help 

Hair's  trouble 

Although  it  could  be  argued 
thai  han  loss  and  baldness 
are  cosmetic  problems,  many 
men  regard  these  as  mi idical 
problems  thai  impacl 
significantly  on  theii  well- 
being  and  self-confideni  e 

Male  pattei  n  baldness 
[alopecia  an(lro(/eurlica)  is 
1 1 H 1  most  common  form  ol 
han  loss  and  is  estimated  to 
affi  (  t  around  7.4  million  men 
m  the  UK.  II  can  occur  from 
as  soon  as  the  late  Icons  or 
early  20s.  By  the  age  ol  i6, 
almost  40  per  cent  oi  men 
will  experience  some  degree 
of  hair  loss  and  I  his  figure 
doubles  by  the  age  ol  70, 

I  lair  loss  begins  at  the 
temples,  causing  a  receding 
hairline,  and  oi/liom  Ihe 
crown  ot  the  head  to  form  a 
circular  bald  patch. 
Although  associated  with 
the  male  hormone 
testosterone,  a  balding  head 
is  no  indication  ol  virility. 

There  is  a  strong 
hereditary  element 
determining  the  ago  at 
which  thinning  starts  and 
the  pattern  of  baldness  thai 
follows. 

'Cures'  for  baldness  over 
the  years  have  ranged  from 
a  mixture  of  wine,  rose  or  lily 
essence  and  oils,  suggested 
by  Hippocrates,  to  placing 
cow  pats  on  the  head  or 
hanging  upside  down  to 
stimulate  increased  blood 
flow.  Rec|aine  Topical 
Solution  is  the  only  product 
licensed  for  the  treatment  of 
male  pattern  baldness  in  the 
I  l\  II  need'  to  be  applied 
twice  daily  and  usually  leads 
to  a  reduction  in  hair  loss 
tour  to  six  weeks  after  the 
start  ol  treatment.  It  must  be 
used  twice  daily  for  at  least 
four  months  before  any 
evidence  of  regrowth  can  be 

ex per  ted. 

Listen  up 

Overall,  there  is  a  need  to 
break  the  taboos 
surrounding  male  health 
issues  and  to  get  men 
generally  to  take  more 
responsibility  tor  themselves 
in  health  matters.  Until  this 
happens  more  widely,  it 
does  seem  that  being  male  is 
definitely  bad  for  your 
health. 
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Putting  a  spring  in  your  step 


Winter  wear  of  tights  and  boots  covers  a 
multitude  of  faults.  However  follow  Sarah  Purcell's 
advice  and  you'll  be  itching  to  flaunt  your  feet 
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Spring  is  on  its  way  and  you're 
starting  to  think  about  wearing 
sandals  again  and  putting  away  the 
opaque  tights  until  next  winter.  But 
are  your  feet  ready  for  closer 
scrutiny?  If  not,  then  you  are  not  alone  - 
three  out  of  four  of  us  experience  a  foot 
problem  at  some  time  in  our  life,  and  every 
year  in  Britain  14  million  people  seek  advice 
about  problems  with  their  feet. 

Prevention  is  always  better  than  cure,  and 
many  of  the  common  foot  problems  you 
encounter  in  the  pharmacy  could  easily  be 
avoided  by  taking  some  simple  preventative 
measures  and  spending  a  little  time 
regularly  looking  after  our  feet.  And  if 
problems  still  arise,  knowing  how  to  treat 
them  and  acting  promptly  could  save  a  lot  of 
hassle  later  on. 

Problems  and  solutions 

®  Rough  and  dry  skin: 

Most  of  us  have  some  rough  and  dry  areas, 
mainly  on  the  soles  of  our  feet,  and  these  are 
caused  by  friction  from  shoes  and  socks  plus 
general  wear  and  tear.  However,  it  shouldn't 
be  ignored  as  over  time  dry  skin  can  develop 
into  corns  and  callouses. 

The  best  way  to  get  rid  of  dry  and  hard 
skin  is  by  gently  rubbing  it  off  with  a  pumice 
stone  after  bathing,  when  the  skin  is 
softened.  Once  feet  are  dry,  apply  a  rich 
moisturising  lotion  or  foot  balm  to  soften 
skin. 

#  Athlete's  foot: 

Despite  the  name,  you  don't  have  to  be 
sporty  to  suffer  from  this  fungal  intection. 
Some  1 1  per  cent  of  us  experience  it  at 
some  time  and  it's  thought  to  be  on  the 
increase.  More  common  in  warmer 
weather,  it  appears  as  an  itchy,  scaly  rash 
between  the  toes  which  causes  skin  to 
crack  and  peel.  Skin  may  also  look  white 
and  soggy  and  smell  rather  unpleasant 

I  to°- 

In  severe  cases,  the  rash  becomes 
inflamed  and  infected,  with  pus  oozing 
I    from  the  skin.  The  fungus  which  causes 
athlete's  foot  loves  warm,  damp 
conditions  such  as  changing  rooms, 
shower  rooms  and  around  swimming 
pools. 

The  sooner  you  treat  athlete's  foot  the 
better.  First  of  all,  ciny  dead  tissue 
between  the  toes  should  be  removed  by 
carefully  rubbing  with  a  soft  towel  after 
"washing.  Then  use  an  anti-tungal  treatment 
to  kill  off  the  infection.  To  make  sure  it  really 
rfas  cleared  up,  treatment  should  be 
continued  for  at  least  a  week  after  symptoms 
hcive  disappeared.  To  help  prevent  further 
bouts,  advise  customers  to  dust  between  toes 
with  an  anti-fungal  powder. 
@  Corns  &  callouses: 

These  are  basically  thickened  areas  of  hard, 
dry  skin  which  are  caused  by  friction  or 
pressure  from  badly  fitting  shoes  and  hosiery. 
Hard  corns  appear  on  the  top  of  toes,  usually 
on  the  joint,  and  soft  ones  in  between  the 
toes.  Callouses  appear  on  the  sole  of  the  foot, 
usually  the  ball. 
You  may  be  able  to  treat  corns  and 
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callouses  by  regularly 
rubbing  away  the  skin  with 
a  pumice  stone  or  tool  lile. 
An  adhesive  pad  will  help  to 
reduce  pressure  on  the  area. 
For  stubborn  cases,  using  a 
lotion  or  pad  soaked  with  a 
salicylic  acid  solution  will 
help  to  break  down  the  hard 
skin.  I  lowever,  (hose  need  lo 
be  used  carefully  and  are  nol 
suitable  lor  everyone. 
Diabetics,  pregnant  women, 
patients  on  steroids  and 
people  wilh  vascular  disease 
should  not  use  Ihem.  II  in 
doubt,  refer  the  patienl  to  <i 
chiropodisl 

•  Verrucae: 

Also  called  a  plantar  wart,  a 
verruca  is  a  war!  with  a 
rough,  crumbly  surface  and 
appears  on  the  sole  ol  the 
foot.  Caused  by  a  virus,  a 
verruca  usually  has  a  black 
dot  in  Iho  middle  and  may 
appear  singly  or  in  clusters. 
They  are  usually  passed  on 
in  changing  rooms  and 
around  swimming  pools, 
when  the  virus  enters  the 
foot  through  damaged  skin. 

It's  thought  that  in  many 
cases,  verrucae  will  clear  up 
by  themselves,  although  this 
could  take  up  to  two  years.  It 
verrucae  become  painful, 
then  they  need  to  be  treated. 
While  not  so  long  ago,  this 
meant  a  visit  to  the  doctor  or 
chiropodist,  there  are  now  a 
ange  of  good  treatments 
you  can  buy  over  I  he 
counter.  Again,  these 
treatments  are  not  suitable 
for  diabetics,  pregnant 
women  or  people  with 
circulation  problems. 

•  Sweaty  feet: 

Most  ot  us  get  sweaty  feet 
from  time  to  time,  especially 
in  hot  weather,  but  for  some 
people  it  is  a  real  problem. 
Hyperhidrosis,  or 
excessively  sweaty  feet, 
causes  the  skin  lo  bei  ome 

Continued  on  p20  p 

Reflexology 

Much  more  than  just  a  foot 
massage,  this  alternative 
treatment  is  based  on  the 
theory  that  the  body  is  divided 
into  ten  energy  zones  which 
can  be  manipulated  to  treat 
physical  and  mental 
conditions.  The  reflexologist 
will  feel  the  foot  to  look  for 
any  areas  of  pressure  or 
tenderness,  which  indicate  a 
problem  in  the  corresponding 
area  of  the  body.  The  theory  is 
that  by  manipulating  the 
problem  area,  the  function  can 
be  affected.  As  well  as 
treating  problem  areas,  a 
reflexologist  will  tell  you 
which  areas  of  your  body  are 
not  functioning  as  well  as  they 
should  be. 
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Scholl  says 

Independent  research  carried  out  by  Scholl  found  that  more  than 
half  of  all  adults  (16-65  years)  suffer  some  kind  of  foot  problems 
regularly.  More  women  than  men  suffer  from  general  foot 
problems  and  women  are  more  likely  than  men  to  seek  specialist 
products  for  treatment  of  their  feet. 

One  in  four  adults  report  ever  having  suffered  smelly  feet,  and  of 
those  who  suffered  this  problem  in  the  last  two  years  52  per  cent 
were  men  and  48  per  cent  women.  Over  the  same  period,  16 
million  people  experienced  sore  and  tired  feet  and  11  million 
developed  blisters  on  their  feet. 


Continued  from  pi 9 

inflamed  and  pinkish  or 
bluish  white.  It  can  be  an 
inherited  condition  or 
caused  by  overactive  sweat 
glands  in  adolescents.  There 
are  several  products  on  the 
market  to  (real  severely 
sweaty  feet,  but  for  less 
serious  problems,  try  these 
tips. 

1.  Wash  feet  daily  with 
warm,  soapy  water  -  avoid 
very  hot  water 

2.  Dip  feet  in  cold  water 
after  washing 

3.  Dry  thoroughly  with  a 
rough  towel  then  apply 
surgical  spirit 

4.  Dust  feet  with  talc  or  anti- 
fungal powder 

5.  Change  socks  or  tights  at 
least  daily 

6.  If  odour  is  a  problem,  fit 
medicated  insoles  into  shoes 

7.  Wear  leather  shoes 
which  allow  the  feet  to 
breathe 

0  Blisters: 
These  are  caused  by 
pressure  from  shoes, 
wearing  shoes  without  socks 
or  after  walking  or  running  a 
long  way. 

The  body  produces  a  fluid 
tilled  sack  (the  blister)  to 
protect  the  foot  from  further 
damage.  You  should  never 
burst  a  blister,  as  this  could 
lead  to  infection  and  will 


prolong  the  healing  process. 
Instead,  apply  a  special 
blister  plaster  which  allows 
the  skin  to  breathe  while  it  is 
healing. 
@  Bunions: 

A  bunion  is  a  thickened, 
fluid  filled  pad  over  the  big 
toe  joint,  which  may  be  due 
to  wearing  ill-fitting  shoes  or 
can  be  inherited. 

The  joint  can  become 
swollen  and  tender,  which 
makes  walking  difficult. 
Once  a  bunion  has  formed, 
you  can  stop  it  getting  worse 
by  wearing  shoes  with  a 
straight  inside  edge  and  by 
wearing  a  special  toe  pad  to 
straighten  the  joint. 

In  more  severe  cases,  an 
operation  may  be  needed.  In 
all  cases,  it's  best  to  refer 
patients  to  a  chiropodist. 
®  Ingrowing  toenails: 
Most  commonly  caused  by 
cutting  the  toenails 
incorrectly,  an  ingrowing 
nail  can  be  very  painful  and 
may  lead  to  infection. 

If  nails  are  cut  too  short,  or 
down  the  sides  instead  of 
straight  across,  then  a  sharp 
piece  of  nail  can  pierce  the 
skin. 

While  you  can  prevent 
problems  by  always  cutting 
toenails  straight  across,  if  it's 
already  occurred  then  you 
need  to  see  a  chiropodist  for 
treatment. 


Preventing  problems 

Many  problems  can  be 
avoided  by  just  taking  a  little 
extra  care  of  your  feet. 

•  Wash  feet  daily  in  warm 
soapy  water.  Dry  thoroughly, 
especially  between  the  toes, 
and  apply  a  foot  powder. 
This  can  help  prevent 
athlete's  foot. 

•  After  a  bath,  remove  hard 
skin  with  a  pumice  stone  or 
foot  file  to  prevent  callouses 
developing.  Apply  an 
emollient  to  keep  skin  soft. 
<j  Trim  nails  regularly  with 
clippers  or  nail  scissors, 
cutting  straight  across,  but 
not  too  short  or  curved  at  the 
corners  as  this  can  cause 
ingrowing  nails. 

<©  It  athlete's  foot  is  a 
problem  choose  hosiery  in 
natural  fibres  and  change 
daily. 

•  Don't  wear  the  same  pair 
of  shoes  every  day.  Alternate 
heel  heights. 

•  Wear  the  right  footwear 
when  playing  sport. 

®  Don't  borrow  other 
people's  shoes! 

Feet  treats 

Now  your  feet  are  looking 
good,  treat  them  to  a 
pampering  pedicure  by 
following  our  simple  guide. 
@  Soak  teet  in  warm  water 
with  lavender  oil  to  ease 
tension  and  fatigue 
@  Remove  rough  skin  with  a 
pumice  stone  or  foot  file 

•  Dry  feet  thoroughly, 
especially  between  toes 
®  Using  proper  toenail 
clippers  or  scissors,  cut  nails 
straight  across,  but  not  too 
short.  File  away  sharp 


corners  with  the  coarse  side 
of  an  emery  board 

•  Soften  cuticles  with  a  rich 
moisturiser  or  special  cream, 
then  push  down  gently  with 
an  orange  stick  wrapped  in 
cotton  wool 

®  Massage  with  foot  lotion. 
®  Put  pieces  of  cotton  wool 
between  the  toes  to  separate 
them,  and  paint  with  your 
favourite  shade  of  polish. 

Legwork 

About  six  million  people  in 
Britain  suffer  from  varicose 
veins  while  half  a  million 
suffer  from  leg  ulcers  every 
year.  Many  more  of  us 
complain  regularly  of  tired, 
aching  legs,  particularly  if 
our  work  involves  standing 
for  long  periods,  and  if  left 
unchecked  this  could  lead  to 
more  serious  problems  such 
as  varicose  veins  in  later  life. 
For  healthier  legs: 

•  Take  regular  exercise. 
Walking  is  one  of  the  best 
ways  to  exercise  and 
strengthen  the  calf  muscle 
pump  and  improve  the 
circulation,  which  can  help 
prevent  varicose  veins 

®  When  resting,  raise  the 
feet  above  the  height  of  the 
hips 

®  Avoid  tight  clothing  and 
make  sure  shoes  fit  properly 

•  Don't  cross  your  legs 
when  sitting  down 

•  Give  up  smoking 

®  Wear  support  hosiery  if 
you  have  a  family  history  of 
varicose  veins;  if  your  job 
involves  standing  for  long 
periods;  if  you're  pregnant;  if 
you  suffer  from  tired,  aching 
legs  or  swollen  ankles. 


Cut  toenails  straight  across,  but  not  too  short 
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Fatty  essentials 

All  fats  and  oils  are  built  up 
from  combinations  of  fatty 
acids.  Most  fatty  acids  can 
synthesised  in  the  body,  but  a 
few  polyunsaturates  cannot  be 
produced  at  all  or  are  only 
made  in  small  amounts,  and 
have  to  come  from  food.  These 
are  known  as  essential  fatty 
acids. 

Essential  fatty  acids  are 
divided  into  two  families: 

•  Omega-3  fatty  acids 
come  from  oily  fish,  such  as 
cod,  sardines,  herring  and 
halibut.  Eicosapentaenoic  acid 
(EPA)  and  docosahexaenoic 
acid  (DHA)  -  the  two  most 
important  types  -  are  formed 
in  the  body  from  alpha-linolelc 
acid.  Prostaglandins  derived 
from  omega-3  fatty  acids 
regulate  the  Immune  system, 
inhibit  blood  clotting  and  have 
anti-inflammatory  effects. 

•  Omega-6  fatty  acids 
come  principally  from  seeds, 
vegetable  oils  such  as 
sunflower  and  saff lower  oils, 
and  polyunsaturated 
margarine.  The  most  important 
omega-6  fatty  acids  are  linoleic 
acid  and  gamma-linoleic  acid 
(GLA).  Prostaglandins 
produced  from  GLA  have  a 
beneficial  effect  on  the  immune 
system,  circulation  and 
menstrual  cycle. 

Omega-3  fatty  acids 
Scientists  discovered  the 
benefits  of  omega-3  fish  oils 
in  the  1970s,  while  they  were 
studying  the  diet  of  the 
Greenland  Eskimos.  Although 
Eskimos  have  a  high  intake  of 
cholesterol  and  saturated  fat, 
they  have  a  low  risk  of  heart 
disease,  rheumatoid  arthritis, 
asthma  and  diabetes.  The  only 
feature  of  the  Eskimo  lifestyle 
that  could  account  for  these 
findings  was  their  very  high 
intake  of  fish  oils. 

Omega-3  fatty  acids  seem  to 
lower  blood  cholesterol  levels, 
thin  the  blood  and  reduce  the 
risk  of  clotting,  significantly 
lowering  the  risk  of  a  heart 
attack.  EPA  also  helps 
maintain  supple  joints,  and 
may  have  a  mild  anti- 
inflammatory role,  possibly 
helping  with  conditions  such 
as  psoriasis,  inflammatory 
bowel  disease,  asthma  and 
rheumatoid  arthritis. 

New  research  from  Liverpool 
University  suggests  that  the 
polyunsaturated  fatty  acids 
found  in  oily  fish  can  offer  the 
skin  some  protection  against 
sun  damage.  Following  dietary 
supplementation  with  fish  oils 
volunteers  suffered  less 
sunburn  as  a  result  of  exposure 
to  UV  light.  Ten  capsules  a  day 
for  three  months  gave  the 
same  protection  as  a  factor 
three  suncream. 
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It's  a  common 
misconception  that 
all  kits  and  oils  are 
bad  for  our  health. 
In  fact  certain  oils, 
such  as  those  from 
fish  livers  and 
evening  primrose, 
actually  confer 
many  positive 
effects.  Victoria 
Goldman  reports 

In  recent  years,  tuts  have 
had  htid  press.  An  excessive 
intake  has  been  linked  to 
major  killer  diseases, 
especially  hearl  disease  and 
sonic  cancers.  but  not  all  tats 
are  harmful  to  our  health. 

The  Mediterranean  diet, 
winch  has  been  cited  as  one 
oi  the  healthiest  diets  in  the 
world,  is  rich  in  olive  oil. 
And  the  Eskimos  i  it 
(  aeenland,  who  eat  a  diet 
consisting  almost  exclusively 
ol  fish  oils,  and  seal  and 
whale  blubber,  have  a 
remarkably  low  incidence  of 
heart  disease  and 
rheumatoid  arthritis 
compared  to  the  rest  ot  the 
western  world. 

A  small  amount  oi  fat  is 
needed  by  the  body  tor 
energy,  cell  structure,  the 
transport  ot  vitamins  A,  D,  E 
and  K  and  the  formation  ol 
hormone-like  substances 
r  ailed  prostaglandins.  All 
tats  supply  roughly  the  same 
number  oi  calories,  but  some 
tats  are  better  tor  us  than 
others. 

Saturated  fat,  whic  h  is 
found  mainly  in  meat  and 
dairy  products,  raises 
cholesterol  levels  m  the  body 
and  makes  blood  more  likely 
to  clot,  increasing  the  risk  of 
heart  disease. 

Polyunsaturated  fat, 
which  is  found  in  oily  tish 
and  vegetable  oils,  lowers 
total  blood  cholesterol  but  is 
prone  to  oxidation  and  may 
have  some  long-term  risks. 

Monounsaturated  fat, 
which  is  abundant  in  olive 
oil,  nuts  and  avocados, 
reduces  cholesterol  levels 
and  should  make  up  the 
bulk  of  fat  in  the  diet. 

Continued  on  p22  ► 
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Increasing  intake 

To  gain  a  significant  benefit 
from  fish  oils  in  your  diet, 
you  need  to  eat  one  to  two 
servings  of  oily  fish  a  week. 
However,  this  isn't  always 
practical,  and  people  who 
can't  eat  fish  or  don't  like  its 
taste  or  smell  may  prefer  to 
take  supplements. 

Fish  oil  concentrate 
capsules,  which  are  rich 
sources  of  EPA  and  DHA, 
help  to  maintain  a  healthy 
heart  and  relieve  arthritic 
conditions.  Some 
supplements  contain  vitamin 
E,  which  has  antioxidant 
properties  and  protects 
essential  fatty  acids  from 
oxidation. 

Fish  liver  oils,  mainly  from 
cod  and  halibut,  contain 
lower  levels  of  omega-3  fatty 
acids,  so  are  less  effective  at 
lowering  the  risk  of  heart 
disease.  However,  they  are 
high  in  vitamin  A,  which  is 
vital  for  vision,  healthy  skin 
and  resistance  to  infection, 
and  vitamin  D,  which  is 
essential  for  strong  teeth  and 
bones. 

If  your  customer  wants  to 
take  cod  liver  oil  to  relieve 
joint  stiffness,  they  will  need 
to  check  the  EPA  content. 
Cod  liver  oil  can  be  taken  in 
capsule  form  or  as  a  liquid, 
which  can  be  mixed  with 
milk  or  orange  juice. 

Vitamin  A  is  toxic  in 
excess  and  has  been  linked 
with  birth  defects,  so 
customers  should  not  exceed 
the  recommended  dose  of 
cod  liver  oil,  especially 
during  pregnancy. 

Fish  oil  supplements 
sometimes  cause  belching 
and  mild  nausea  and  may 
affect  glucose  control  in  non- 
insulin  diabetes. 

Large  amounts  of  EPA  can 
thin  the  blood,  so  people 
taking  anti-coagulants, 
such  as  warfarin  or  daily 
low-dose  aspirin,  should  be 
advised  to  speak  to  their 
doctor  before  taking 
supplements. 

Omega-6  fatty  acids 

Gamma-linoleic  acid  (GLA) 
was  first  extracted  from 
evening  primrose  seeds  in 
1919.  Since  then,  it  has  been 
found  in  human  breast  milk, 
cow's  milk,  oats  and 
starflower  (borage)  and 
blackcurrant  oils. 

Refined  evening  primrose 
oil  is  one  of  the  richest 
sources,  containing  around  9 
per  cent  GLA.  Although 
starflower  oil  contains  even 
higher  levels  (18.7  per  cent), 
some  ot  its  constituents  may 
counteract  GLA's  beneficial 
effects. 


Saturated  fats  increase  the  risk  of  heart  disease 


Since  there  are  very  few 
dietary  sources  of  GLA,  this 
omega-6  tatty  acid  is  usually 
produced  in  the  body  from 
linoleic  acid,  which  is 
obtained  from  vegetable 
oils. 

The  conversion  process  is 
blocked  by  many  factors, 
including  smoking,  alcohol, 
pollution,  ageing  and  excess 
saturated  fat.  This  in  turn 
may  lower  the  production  of 
prostaglandins. 

Most  women  take  GLA 
supplements  around  the 
time  of  their  period  or  during 
the  menopause,  to  maintain 
hormonal  balance,  but  the 
beneficial  effects  of  GLA  go 
beyond  this.  The  essential 
fatty  acid  has  been  shown  to 
be  useful  in  relieving  dry 
skin,  acne  and  some 
inflammatory 
conditions,  such  as 
irritable  bowel 
syndrome  and 
rheumatoid 
arthritis, 


although  a  lot  of  the 
evidence  is  anecdotal. 
Evening  primrose  oil  is 
available  on  prescription  for 
the  treatment  of  cyclical  and 
non-cyclical  mastalgia 
(Efamast)  in  the  form  of  and 
atopic  eczema  (Efalith). 

There  are  no 
recommended  levels  of 
supplementation,  so 
customers  will  have  to  use 
trial  and  error  to  find  out 
which  intake  suits  their 
individual  needs,  and  it  may 
take  up  to  four  months 
before  they  see  any  benefits. 
Most  people  find  that 
between  500mg  and  lOOOmg 
daily  is  sufficient,  but 
sufferers  of  severe 


menstrual  syndrome, 
rheumatoid  arthritis  or 
eczema  may  need  up  to 
2000mg  a  day.  Evening 
primrose  oil  works  best  if 
taken  with  specific  vitamin 
and  mineral  co-factors, 
including  vitamin  C,  calcium 
and  zinc.  Many  supplements 
also  contain  vitamin  E,  to 
prevent  GLA  oxidation  in 
the  body. 

Too  much  GLA  can  cause 
diarrhoea,  breast 
enlargement  and  a  change 
in  period  pattern.  Evening 
primrose  oil  and  starflower 
oil  supplements  should  be 
avoided  by  anyone  with  an 
allergy  to  GLA  or  by 
sufferers  of  schizophrenia  or 
temporal  lobe  epilepsy. 

Balancing  act 

The  British  diet  is  on  the 
whole  much  richer  in 
omega-6  than  omega-3  fatty 
acids.  But  research  suggests 
that  it  may  be  healthier  to 
shift  the  balance  towards 
more  omega-3s,  because 
these  are  particularly  good 
at  maintaining  a  healthy 
circulation. 

If  you  want  to  introduce 
more  essential  fatty  acids 
into  your  diet,  make  sure 
your  total  fat  intake  remains 
low,  as  all  fats  -  even 
essential  fatty  acids  -  are 
high  in  calories  and  will 
cause  you  to  gain  weight. 


A  WORLD  OF  DIFFERENCE 


She  wouldn't  trust  her  family's  health  to  a  name  she'd  never  heard  of. 
Like  millions  of  other  people,  she  chooses  Seven  Seas. 

Healthcare's  no  different  from  any  other  market:  consumers  buy  brands. 

With  prompted  awareness  of  over  90%,  it's  no  coincidence  that  Seven  Se;as 
is  brand  leader. 

And  that's  the  way  we  intend  to  stay. 

We're  launching  a  series  of  unique  products.  With  more  than  £10  million 
of  marketing  support  behind  them. 

That's  why  Seven  Seas  make  a  world  of  difference. 

Seven  Seas  Limited,  Maffleet,  Hull  HU9  5NJ.  Telephone  01482  375234. 
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"Sure  you 

won't  switch  from 

your  usual 

Madam? 
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vision  of  Merck  KGa A 


"Moisturiser,  sir?" 


A  male  skin  care 
regime  used  to 
consist  off  soap, 
water,  shaving 
foam  and 
aftershave. 
However,  Anne 
Mullee  discovers 
a  new  generation 
off  men  who  are 
more  familiar 
with  with 
exfoliants  and 
moisturisers 

In  the  mid-nineties,  it's 
perfectly  respectable  for  a 
man  to  own  a  pot  of 
moisturiser,  even  if  he  plays 
rugby  at  the  weekends. 
Thanks  to  the  growth  of 
magazines  aimed  at  both 
lads  and  gentlemen,  there 
are  countless  ranges  of  skin 
care  products  designed  for 
male  skin.  According  to  a 
recent  US  poll,  51  per  cent  of 
men  use  skin  care  products 
regularly.  So  are  these 
macho  potions  any  different 
from  the  feminine  variety? 


The  main  difference  in  skin 
type  between  the  sexes  is  its 
thickness.  Thanks  to  a  few 
extra  layers  of  cells  in  the 
dermis  and  epidermis,  men's 
skin  is  tougher  and  more 
resilient  than  women's, 
which  contributes  to  the 
enviable  'distinguished' 
ageing  that  men  enjoy.  Their 
skin  can  withstand  the 
rigours  of  daily  life  that  can 
so  often  leave  its  mark  on 
the  finer,  thinner  skin  of 
their  female  counterparts. 

However,  women  don't 
have  to  endure  regular 
shaving  which  can  result  in 
dryness  and  chapping,  not  to 
mention  removing  a  layer  of 
skin  every  time.  Another 
disadvantage  is  that  men's 
skin  tends  to  be  slightly  oily 
due  to  more  active 
sebaceous  glands.  This  can 
result  in  a  propensity 
towards  blackheads  and 
spots.  Coupled  with  lack  of 
care  and  a  slap-dash 
approach  to  shaving,  this 
means  that  men  can  suffer 
from  more  basic  skin 
problems  than  women. 

Plundering  skin  care 
products  from  women  is 
certainly  better  than 
ignoring  the  skin  completely, 
but  men  should  recognise 


their  individual  skin  type 
and  buy  the  right  products 
for  their  needs. 


Clinigue  created  perhaps 
the  most  directional  skin 
care  range  for  men  with 
their  launch  of  Skin  Supplies 
for  Men  in  1976,  which 
recognised  the  need  for  a 
routine  approach  to  skin 
maintenance.  The  past  20 
years  have  seen  a  relatively 
novel  idea  transformed  into 
a  £350  million  industry. 

Regular  cleansing,  toning 
and  moisturising  improves 
skin's  appearance,  removing 
a  build-up  of  dead  skin  cells 
and  revealing  the  younger 
cells  beneath.  Today,  men's 
products  are  on  an  equal 
footing  with  women's  in 
terms  of  technological 
advances  and  efficacy. 


Although  men  do  not  have 
to  deal  with  everyday 
removal  of  make-up,  life  in 
an  urban  society  means  that 
pollution  and  grime  can  still 
wreak  havoc  on  any  skin. 
The  principal  effect  of 
exposure  to  pollutants  from 
exhaust  fumes  and  cigarette 
smoke  is  the  premature 
ageing  caused  by  free 
radicals,  which  damage  skin 
cells  by  interfering  with  their 
arrangement  of  electrons. 

Free-radicals  are  also 
produced  by  exposure  to  UV 
rays  from  the  sun.  The 
depleting  ozone  layer  means 
that  these  rays  are  becoming 
increasingly  detrimental  to 
the  skin's  structure,  causing 
wrinkles  to  appear  long 
before  they're  due. 

A  two-fold  approach  is 
needed  to  prevent  the 
destruction  of  the  skin's 
structure  and  protect  against 
further  damage.  Anti- 
oxidants, the  term  which 
describes  vitamins  A,  C,  E 
and  beta-carotene,  are  free 
radical  scavengers  with  free 
radical  busting  properties. 
Found  in  green  leafy 
vegetables,  and  yellow  and 
orange  f  ruits  and  vegetables, 
a  diet  rich  in  these  food  stuffs 
will  help  in  the  battle  against 
premature  ageing. 

Happily,  skin  care 
advances  mean  that  the 
beneficial  effects  of  anti- 
oxidants are  also  available  in 
topical  treatment  for  the 
skin.  Aramis  Lab  Series  for 
Men  Sharp  Shooter  vitamin 
treatment  complex  (£19.50, 
30ml)  contains  a  cocktaii  of 
anti -oxidant  vitamins  and 
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The  Future 

Men  are  beginning  to  benefit  from 
technological  advances  made  in  the 
name  of  keeping  female  skin  looking 
young.  Alpha-hydroxy  acids  (AHAs) 
minimise  the  appearance  of  fine 
lines  by  digesting  dead  skin  cells 
which  can  build  up  and  create  dense 
shadows  in  any  cracks  or  crags. 
These  are  already  a  feature  of  the 
Aramis  Lab  Series  range.  Other 
advances  beginning  to  filter  into 
male  skin  care  include  salicylic  acid, 
a  principal  ingredient  in  Clinique 
Skin  Supplies  for  Men  Turnaround 
lotion  (£27, 50ml).  Designed  to  act 
in  a  similar  fashion  to  AHAs,  the 
acid  loosens  discarded  cells,  which 
have  become  bound  to  the  skin's 
surface  revealing  brighter  skin 
previously  concealed  beneath  the 
debris.  A  humectant,  sodium 
hyaluronate,  aids  moisture  levels  by 
acting  to  retain  water  within  the  skin. 

A  close  shave 

No  grooming  report  would  be 
complete  without  a  few  words  about 
shaving.  Ostensibly  the  cause  of 
many  problems  and  much  misery 
for  men  everywhere,  facial  hair 
removal  needs  to  approached  with 
confidence  and  care  to  ensure 
effective  results  with  damaging  or 
stressing  the  skin.  Rick  at  Archive 
and  Alwyn,  a  London-based 
hairdresser  and  barber,  takes  us 
through  the  perfect  shave. 

•  Hot  water  is  essential.  Stubble  is 
strong  so  pores  must  be  opened  to 
assist  the  hairs  removal,  and  the 
heat  will  help  to  soften  the  bristles. 
Splash  the  face  with  plenty  of  hot 
water  -  as  hot  as  you  can  stand  it. 

•  Soap  comes  in  lots  of  variations 
including  foams  and  gels,  but  I 
prefer  good  old  fashioned  shaving 
soap  with  a  bowl  and  brush.  Mix  it 
up  and  soap  the  beard  liberally. 

•  Using  a  safety  razor  with  a  single 
blade,  begin  shaving  always  going 
with  the  direction  of  the  growth, 
never  against. 

•  When  you've  completed  your 
shave,  repeat  for  optimum 
smoothness. 

•  After  finishing,  soak  a  flannel  in 
very  hot  water  and  place  it  over  the 
beard  area  for  a  couple  of  minutes. 

•  Splash  the  face  with  cold  water  to 
close  the  pores. 

•  Finish  with  a  post-shave  balm  or 
moisturiser  rather  than  after-shave  - 
the  alcohol  content  can  cause 
dryness  and  stinging,  so  use  it  as 
scent  instead  of  skin  care. 


alpha-hydroxy  acids  to  leave 
the  skin  smoother  and  more 
polished. 

The  final  step  is 
moisturising,  which  may  not 
need  to  be  as  intensive  as  it 
would  be  for  female  skin. 
Experts  recommend  that 
those  with  normal  skins 
apply  moisturiser  only  to 
dryness-prone  areas  hke  the 
forehead,  beneath  the  eyes 
and  on  the  cheeks, 
especially  after  shaving.  Dry 
or  sensitive  types  should 
moisturise  all  over.  Try  The 
Body  Shop  Mostly  Men  face 
protector  (£2.40,  50ml)  or 
Kenzo  for  Men  after  shave 
balm  (£26,  100ml)  with 
arnica  oil  and  alphabisabolol 
to  promote  healing.  Lynx 
Skin  Systeme  Daily 
Moisturiser  for  Men  (75ml, 
£3.49)  claims  to  be  the  first 
branded  male  moisturiser  in 
the  mass  market.  It  is  a 
lightly  fragranced,  non- 
greasy,  alcohol-free  product, 
easily  absorbed  and  suitable 
for  sensitive  skin. 


Shaving  statistics 

•  The  wet  shaving  market  is 
currently  worth  in  the  region  of 
£229  million.  This  includes  razor 
handles,  refill  blades,  disposables 
and  shaving  preparations 

•  Around  520  million  blades  are 
used  each  year  by  the  wet  shaving 
population,  which  consists  of 
around  22  million  men 

•  Wet  shavers  account  for  63  per 
cent  of  all  male  shavers  -  more  than 
double  the  dry  shaving  population 
{Information  supplied  by  Wilkinson 
Sword) 
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ou  can  be  creative 


It's  easy  to  think  that  creativity  is  something  you  are  born  with.  Diane  Bailey  and  Gill 

Peeling  show  this  is  a  skill  that  can  be  acquired 


Some  of  us  are  naturally 
more  creative  than  others, 
but  it  is  a  skill  which  can  be 
learned.  Creativity  is  about 
'breaking  out'  of  the  mould 
and  breaking  with  tradition, 
and  'accepted'  ways  of 
'thinking'  or  'doing'.  Being 
creative  may  mean  finding 
now  and  different  things  to 
do,  but  more  often  it  is  about 
finding  new,  different  and 
potentially  better  ways  of 
doing  ordinary  things. 

The  attitudes  and  beliefs 
which  lock  our  thinking  into 
boxes  are  such  things  as: 

•  following  rules 

•  believing  there  is  only  one 
right  answer 

•  always  being  practical 
and  careful 

•  being  af  raid  to  take  risks 
or  make  mistakes 

•  fear  of  being  different. 
Getting  too  'hung  up'  on 

these  mental  locks  is 
inhibiting  and  limits  our 
ability  to  solve  problems  or 
to  come  up  with  new  ideas 
and  ways  of  looking  at 
situations.  In  order  to  think 
creatively  and  to  open  your 
mind  to  the  possibility  of 
new  ideas  and  approaches, 
you  need  to  understand  the 
processes  involved  in 
creativity.  It  is  equally 
important  to  escape  from 
attitudes  and  beliefs  which 
inhibit  the  process. 

In  order  to  be  creative 
yourself,  or  to  stimulate 
creativity  in  others,  you  need 
to  understand: 

•  what  the  blocks  to 
creativity  are 

•  why  they  exist 

•  how  they  are  likely  to 
reveal  themselves  in  people 
with  whom  you  are  working. 
Once  you  understand  these 
things  you  need  to  be  able 
to: 

•  challenge  the  blocks  to 
creativity  and  overcome 
them,  by  changing  people's 
attitudes 

0  use  a  range  of  techniques 
and  approaches  which  will 
help  you  to  unlock  your 
creativity  and  that  of  others 
.mil  In  explore  new  ideas 
openly,  freely,  and  without 
preconceptions. 

Cast  your  mind  back  over 
the  last  few  weeks  at  work. 
Try  to  think  of  two  or  three 
situations  in  which  talking 
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about  and  discussing  a 
problem  or  issue  helped  you 
to  overcome  personal  blocks 
and  barriers  to  finding  a 
solution.  What  was  the 
block,  and  how  did  it 
interfere  with  your 
creativity?  What  was  the 
'whack  on  the  head'  which 
enabled  you  to  see  your  way 
around  this  block  in  each 
case? 

Left  vs  right  brain 

In  order  to  be  creative  and 
help  your  colleagues  to  think 
creatively,  you  first  need  to 
understand  where  creativity 
comes  from.  The  concept  of 


'right  brain'  and  'left  brain' 
thinking  may  not  be  new  to 
you,  but  it  is  worth 
explaining  in  the  context  of 
stimulating  creativity. 

The  idea  is  that  the  two 
sides  of  our  brain  contribute 
in  different  ways  to  how  we 
think  about  things.  The  left 
brain  is  the  logical,  rational 
side.  The  right  brain  is  the 
creative,  intuitive  side.  Left 
brain  thinking  is  concerned 
with  evidence,  facts,  figures 
and  other  tangibles;  right 
brain  thinking  is  more 
concerned  with  emotions, 
feelings,  sensations,  etc. 

As  a  result  of  who  we  are 


and  our  experiences,  we 
may  develop  a  stronger 
tendency  towards  either 
right  brain  or  left  brain 
thinking.  Women  are 
generally  more  'right 
brained'  than  men.  Similarly, 
people  who  have  chosen  to 
pursue  'artistic'  careers 
involving  a  lot  of  writing  or 
design  work  will  tend  to  be 
more  'right  brained'  than 
those  who  have  chosen 
career  paths  such  as 
accounting  or  science,  which 
requires  a  lot  of  logical 
thinking. 

The  point  is  that  we  all 
have  an  in-built  ability  to 
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think,  creatively.  But  some  of 
us  are  less  practised  at  il 
than  others. 

.ateral  thinking 

To  a  certain  extent  we  have 
all  been  trained  as  logical 
thinkers  -  trained  to  be  left- 
brained.  In  logical  or  vertical 
thinking  we  expect  to  move 
seguentially  from  though!  to 
thought  and  to  be  'right'  at 
each  step. 

Creative  or  lateral 
thinking  does  not  work  like 
this.  II  enables  us  to 
recognise  unlikely 
connections  and  associations 
between  ideas  because  we 
are  not  constrained  to 
thinking  in  'logical'  steps. 
Recognising  the 

rences  between  vertical 
md  lateral  thinking  will 
increase  your  ability  to 
dentify  ways  and  means  ol 
teering  people  away  from 
heir  habit  ot  vertical 

nking  and  to  discuss  and 
ntroduce  ideas  more 
reatively. 

Vertical  thinking  'judges' 
vhat  is  right  and 
oncentrates  on  it.  Lateral 
hinking  seeks  alternatives. 
|The  'nine  dots'  problem 
lescribed  in  the  diagram 
lbove  illustrates  this  point 
mite  clearly. 

Most  see  nine  dots  on  the 
)age,  and  their  first  instinct 
s  to  try  and  draw  the  four 
lines  without  moving  outside 
he  square  described  by  the 
lots.  This  can't  be  done,  but 
ertical  thinking  tells  them 
hat  there  is  no  other 
olution.  The  correct  answer 
o  the  problem  is  to  extend 
he  lines  outside  the  square, 
is  shown  below: 

The  correct  solution  is 
irrived  at  through  lateral 
hinking  by: 
not  allowing  your  thinking 

0  be  constrained  by  one, 
ipparently  'right'  answer 

1  exploring  the  problem  tor 
amative  approaches 

)  moving  'outside  the  box' 
n  the  way  one  perceives  the 
)roblem. 

The  tendency  to  stay 
within  the  box'  is  the  first 
mpulse  which  you  need  to 
ivercome,  when  trying  to  be 
reative  or  encourage 

)lleagues  in  your  pharmacy 
o  be  creative. 

Different  views 

doming  up  with  new  ideas  is 
tot  always  the  problem. 
>ome  people  may  have  very 
ixed  views  about  their 
leas.  For  creative  purposes, 
ou  need  everyone  to 
onsider  their  ideas  from  a 
lumber  of  different 
'erspectives,  and  to  find 
lew  ways  of  looking  at 
nem.  There  are  several 
pproaches  which  you  can 


The  Nine  Dots 
Use  four  straight  lines  only  to 
join  up  all  nine  dots.  Your  pen 
must  not  leave  the  page  once 
you  have  started  drawing  the 
first  line. 


use  to  encourage  creative 
exploration.  These  include: 

•  Drawing  pictures 

Words  have  specific 
meanings  and  definitions 
atlached  to  them,  and  I  his 
can  be  limiting.  (  letting 
people  to  draw  pictures  can 
help  hi  stimulate  creativity 
and  In  gel  people  to  look  at 
common  ideas  or  problems 
in  difterenl  ways.  There  are 
two  reasons  for  this: 

1.  Asking  people  to  describe 
their  idea  as  a  picture 
breaks  away  from  their 
usual  way  ol 

communicating,  making  it 
easier  lor  them  to  break 
away  from  their  usual  habit 
ot  vertical  thinking. 

2.  Pictures  can  carry  an 
awful  lot  more  meaning  than 
words  -  particularly  when 
the  ideas  being  dealt  with 
are  complex  . 

Pictures  can  also  help 
people  to  describe  thoughts 
and  feelings  which  they  find 
it  (IiHk  ult  In  put  into 
conventional  language. 

•  Game  Playing 
Games  can  help  us  to  see 
apparently  unconnected 
ideas  in  new  and 
imaginative  ways  and  tap 
into  people's  innate  sense  of 
fun. 

•  Setting  Creative 
Challenges 

Provide  a  creative  challenge 
by  setting  a  task  which  will 
test  and  stretch  their 
imagination.  It  could  be 
something  quite 
straightforward  such  as 
thinking  of  six  new  things  to 
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say  about  a  particulai 
product  01  i|ivmq  an  idea  .1 
new  name, 

Let  s  take  the  lasl 
example.  Imagine  that  you 
are  trying  to  Imd  ways  to 
extend  the  mai  kel  lei  a 
particulai  biscuit  luand.  The 
biscuil  is  c  alled  'I  )i  Smith's 
I  [ealthy  ( '1  unch'.  You  know 

thai  Illis  appeals  to  people 

who  are  concerned  aboul 

health  and  Illness,  it  also  has 
a  lot  ot  appeal  foi  family 
shoppers,  But  does  the  name 
I  i  mi  I  the  appeal  ol  I  he  biscuil 
to  othei  market  segments? 
Experiment ing  with  in iw 
names  loi  it  may  help  you  to 
answer  this  question  and 
increase  the  product's 
appeal.  For  example, 
'Granny  Smith's  ( 'nimbly 
(  'ookies'  might  have 
considerably  more  appeal 
foi  those  people  who  |usi 
like  luxury  biscuits, 
regardless  ol  how  healthy 
they  are,  01  to  people  who 
like  the  leeling  of  security 
tied  in  with  the  name 
'Granny  Smith'. 

On  the  othei  hand,  the 
creative  challenge  may  be 
something  completely  new 
such  as  describing  an  idea  in 
terms  of  each  ol  the  live 
senses. 

•  Challenging  assumptions 

Challenging  assumptions  is 
also  important  m  developing 
creativity.  ( lhallenging 
people  is  not  the  same  as 
confronting  people. 

Confrontation  occurs 
when  you  'rubbish'  people's 
ideas  or  disagree  with  them. 
Your  role  is  not  to  confront 
ideas,  but  to  stimulate 
further  thinking  so  people 
are  better  able  to  decide  for 
themselves  whether  or  not 
an  idea  is  a  good  one. 

Providing  this  challenge  is 
vitally  important,  as  it  helps 
to  counter  people's 
assumptions  about  what  is 
right  and/or  best.  People 
make  assumptions  all  the 
time: 

•  they  'assume'  they  know 
the  answei  to  a  problem 

•  they  'assume'  thai 
something  can't  be  done 
because  it  didn't  work  last 
time  they  tried  it 
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•  fin '\  'assume'  that  pi :ople 
agree  with  them,  simply 

because  they  haven't  said 

otherwise. 

Recognising  assumptions 
and  challenging  them  is 
absolutely  vital.  In  extreme 
cases  failing  to  do  tins  can 
lead  to  a  huge  waste  in 
terms  ol  tune,  money  and 
resources.  It's  fai  bettei  to 
play  devil's  advocate  and 
cha Hi mge  ideas  rathei  than 
follow  Lhe  heid.  Most 
people,  however,  are  very 
reluctanl  to  do  I  his. 

The  w  1  ( mi  1  way  to 
challenge  assumptions  is  to 
say  something  like,  "I  don'l 
agree  wilh  this"  or  "  That 
won't  work " .  Thes<  1  are 
simply  an  expression  ol  your 
own  assumptions  and  views. 

The  right  way  Lo  challenge 
assumptions  is  by  asking 
questions  which  encourage? 
furthei  exploration.  II  the 
assumption  is  w  rong,  then 
people  will  work  this  oul  toi 
themselves  as  they  set  aboul 
answering  the  questions. 

Why? 

The  simplesl  types  ol 
question  which  you  can  use 
to  challenge  people's 
assumptions  are  'why' 
questions.  I  lowever, 
persistently  asking  'why' 
questions  can  be  countei 
productive  as  people  are  put 
on  the  defensive. 

( )n  the  other  hand,  il  'why' 
is  used  as  a  tool  to  open  up 
an  idea  in  an  exploratory 
fashion,  it  can  be  very 
usel ul.  'I  low',  'what'  and 
'what  if  questions  are  also 
helpful  m  challenging 
and/or  testing  people's 
assumptions  about  then 
ideas: 

•  "1  low  can  we  make  this 
idea  better?" 

•  "What  would  we  change  it 
we  had  the  chance?" 

•  "What  it  this  doesn't  woi  k?" 

Bursts  are  best 

Being  creative  is  tiring,  it 
requires  people  to  think  in 
unaccustomed  ways. 
Creativity  works  best  in 
short  bursts  rathei  than 
sustained  over  long  periods 
be<  ause  as  people  be<  ome 
tired,  they  also  lose  interest. 

A  short  spell  trying  to  be 
creath  e  over  a  problem  or 
need  which  you  all 
rec  ognise  can  be  a  vi  t\ 
good  way  ot  brightening  up 
a  quiet  morning  at  work  or 
of  making  a  late  night 
opening  pass  more  quickly. 

We  can  all  be  creative,  it 
just  needs  working  at  like 
any  other  skill. 
Diane  Bailey  runs  Diane 
Bailey  Associates,  a  training 
consultancy  in  Rochdale. 
Gill  Peeling  is  a  senior 
consultant  at  DBA. 
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The  art  ot  photography  has 
come  a  long  way  since  its 
invention  in  1826  when 
copper  sheets  coated  with 
iodised  silver  were  used. 
Around  the  world  20(H) 
photographs  are  taken  every 
second  and  the  market  in  the 
UK  alone  is  worth  in  the  region 
ot  £1  billion. 

Despite  all  the  advances  in 
equipment  and  developing, 
many  ot  us  still  find  ourselves 
bitterly  disappointed  when  we 
collect  our  precious  photos  and 
tind  them  blurred,  out  of  focus, 
or,  all  too  commonly,  minus 
heads  or  legs.  But,  as  Maria 
Murray  illustrates,  some  simple 
preparation  can  improve  the 
end  result. 

Back  to  basics 

Familiarising  yourself  with  the 
features  of  your  camera  is 
essential,  but  often  overlooked. 
Read  through  the  instruction 
booklet  and  discover  what  the 
various  buttons  and  knobs  do. 

Selecting  the  most  suitable 
film  is  the  next  step.  If  you 
know  where  you'll  be  taking 
the  pictures  (inside  or  outside) 
you  can  choose  the  most 
appropriate  film  speed.  Fast 
films  generally  work  best  when 
there  is  less  light,  while  slow 
films  are  better  for  bright  sunny 
days.  You  can  tell  the  speed  of  a 
film  by  looking  at  the  ISO  or 
ASA  numbers  on  the  box: 

•  ISO  100:  commonly  used  for 
bright  sunny  days  when  the 
light  is  good.  Not  as  suitable  for 
use  with  a  flash. 

•  ISO  200:  general  purpose  film 
suitable  for  most  lighting 
conditions.  Can  be  used 
outdoors  in  the  dull  British 
weather  or  indoors  with  a  flash 

•  ISO  400:  A  faster  film  for 
when  light  is  poor  or  'action' 
shots  of  moving  objects. 

These  are  the  three  speeds 
most  likely  to  be  stocked  by  the 
average  pharmacy.  Other 
speeds  used  by  professional 
photographers  include  the  very 
slow  ISO  25  film  and  high 
speed  ISO  1000. Once  you've 
finished  the  film,  have  it 
developed  as  soon  as  possible. 
Otherwise,  store  the  film  in  a 
cool,  dry  place  away  from 
strong  sunlight. 


Happy 
snaps 


'Red  eye'  syndrome  ruins 
many  party  pictures  - 


=■ 
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Spot  the  human  flea  on  the  giant  llama! 


Make  sure  your  hair 
doesn't  blow  into  view 


Keep  your  eyes  open 

It  may  seem  obvious  but  open 
your  eyes  when  taking  a 
picture.  Your  loved  one  may 
look  particularly  attractive  in 
that  new  outfit,  but  what  about 
the  tree  sprouting  from  their 
shoulder?  Is  there  an  archway,  a 
bridge  or  trees  that  you  could 
use  to  naturally  frame  your" 
shot? 

Stand  at  a  reasonable 
distance  so  that  your  friends 
and  family  do  not  appear  as 
specks  on  the  horizon.  People  or 
objects  in  the  foreground  of  the 
picture  help  give  a  sense  of 
scale  and  proportion, 
particularly  for  scenic  views. 

Note  where  the  sun  is  and 
position  yourself  and  your 
subjects  accordingly.  Pointing 
the  camera  directly  at  the  sun 
can  cause  glare,  whereas  facing 
your  subjects  into  the  sun  can 
make  them  squint. 

Keeping  the  sun  behind  your 


ifferent  angle  ean  often  improve  the  picture 


left  shoulder  is  a  good  guide  for 
bright  pictures. 

Blurred  pictures  due  to 
camera  shake  are  all  too 
common.  The  secret  is  to  hold 
the  camera  steady,  then  gently 
squeeze  the  shutter  button. 
Make  sure  your  fingers  or  hair 
are  not  obscuring  the  lens. 

Consider  whether  a  different 
angle  or  perspective  might 
improve  the  picture.  If  you're 
taking  pictures  of  children  why 
not  bend  down  and  get  a 
photograph  from  their  view? 

Bye-bye  red  eye 

How  many  pictures  of  parties 
and  nights  out  have  been 
ruined  by  the  dreaded  'red  eye' 
syndrome?  This  is  caused  by  the 
flash  light  reflecting  back  from 
the  eyes  of  the  subject.  Camera 
manufacturers  have  tackled  this 
problem  with  a  pre-flash 
feature,  where  it  flashes  a 
number  of  times  before  the 
picture  is  taken.  The  pupil  of 
the  eye  contracts  in  response  to 
the  light,  resulting  in  reduced 
reflection  and  less  'red  eye'. 

Less  technical  tricks  that  help 
prevent  reflection  are  asking 
the  person  to  look  slightly  away 
from  the  camera,  or  turn  on  the 
lights  in  the  room. 

Finally... 

If  you've  picked  up  a  few  tricks 
of  the  trade  from  this  article  and 
have  produced  a  picture  you're 
proud  of  why  not  send  it  to  me 
at  OTC?  In  each  issue,  we'll 
pick  and  print  our  favourite 
image  and  send  you  £25  worth 
of  Marks  &  Spencer  vouchers. 


Keep  fingers  and  thumbs 
away  from  the  lens 


Doorways  or  windows 
make  natural  frames 
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ayer  shakes  up 
old  sore 
narket 

ayer  says  the  £17 
rillion  cold  sore 
eatment  market  is  set 
i  shake-up  with  the 
unch  of  its  new  OTC 
atment,  Soothelip.  It 

be  backed  by  a 
avyweight  £2. 5m 
pport  package. 
The  cream  contains  5 
r  cent  aciclovir  and 
tails  at  £4.25.  The 
mipany  estimates 
at  60  per  cent  of  all 
ifferers  (around  3.3m 
ople)  do  not  use 
iclovir,  the  most 
fective  treatment  for 
Id  sores  -  price  being 
e  main  issue. 
Seven  out  ot  ten 
ers  of  all  cold  sore 
atments,  including 
iclovir,  expressed 
ong  interest  in  a 
impetitively  priced 
iclovir  treatment. 
The  marketing 
mpaign  planned  for 
rothelip  aims  to 
eate  rapid  awareness 
its  effectiveness  and 
lue  for  money, 
uta  Healthcare. 
: 01202  780558. 

ain  relief  from 
adian-B 

)che  Consumer 
salth  has  extended 
e  Radian-B  range 
ith  the  launch  of  an 
uprofen  topical  gel. 
Radian-B  Ibuprofen 
"  (30g,  £3.99),  is 
cheated  to  relieve 
:al  pam  and 
flammation 
sociated  with 
ascular  and 
eumatic  conditions. 


The  launch  is  being 
supported  by  a  £2 
million  spend  covering 
TV  advertising,  a 
campaign  in  the  third 
age  press  and 
consumer  information 
leaflets. 

Roche  Consumer 
Health. 

Tel:  0170/  3H0000. 


contains  five  naturally 
sedating  herbs:  hops 
(30mg)  which  have 
hypnotic  and  sedative 
properties;  dogwood 
lamaica  (MOmcj)  which 
has  a  sedative  and 
analgesic  effect; 
passiflora  extract 
(3(-)mg);  Pulsatilla 
extract  (15mg);  and 
Wild  lettuce  (54mg). 

Nytol  1  lei  bal  has  a 
GSL  licence  with  a 
recommended  dose  of 
two  tablets  at  night.  A 
tub  ot  28  tablets  has  a 
recommended  retail 
price  of  £3.95  and  the 
distinctive  green 
packaging  is 
synergistic  with  the 
original  Nytol  and 
Nytol  One-A-Night. 

The  company  is 
supporting  the  launch 
ot  the  new  variant  with 


Naturally  it's 
Nytol 

The  Nytol  range  of 
sleep  aids  enters  a 
new  era  with  the 
introduction  of  Nytol 
Herbal. 

It  is  estimated  that 
up  to  a  third  of  the  UK 
population  suffers  from 
sleepless  nights  from 
time  to  time.  However, 
around  50  per  cent 
continue  to  suffer  in 
silence  as  many 
sufferers  are  reluctant 
to  take  prescription,  or 
even  over-the-counter 
antihistamine 
remedies. 

New  Nytol  Herbal 
offers  an  alternative  to 
those  suffering  from 
temporary  loss  of 
sleep.  Each  tablet 


a  nation-wide 
advertising  campaign 
together  with  PR  and 
point  of  sale  activity. 
Stafford-Miller  Ltd. 
Tel:  01707  331001. 


Feldene  P  for 
power 

Pfizer  ( 'onsumei 
Healthcare  has 
launched  Feldene  P 
Gel  in  prescription 
strength  for  maximum 
over  the  counter  pain 
relief. 

The  gel  (piroxicam 
0.5  per  cent)  is 
licensed  for  OTC 
treatment  of  mild 
arthritis  and 
rheumatism.  It  has 
been  shown  to  have 
equivalent  efficacy  ot 
oral  non-steroidal  anti- 
inflammatory drugs  in 
early  osteoarthritis, 
without  the  risk  of 
gastro-intestinal  side- 
effects.  It  is  targeted 
specifically  at  these 
conditions  rather  than 
'milder'  sports  injuries. 

Feldene  P  Gel  will 
be  available  in  a  trial 
7.5g  tube  (£1.15)  for 
the  launch  and 
standard  30g  packs 
(£4.39). 

Pfizer  Consumer 

Healthcare. 

Tel:  01420  84801. 


Clarityn's  liquid 
asset 

( !larityn  Allergy  Syrup 
(loratidine  5mg/5ml) 
will  he  available  over- 
the-counter  toi  the 
start  ot  the  hayfever 
season,  says  Schering- 
Plough. 

It  is  a  colourless, 
peach-flavoured  syrup 
with  a  long  duration  ol 
action.  It  is  especially 
useful  for  young<  :r 
children  with  hayfever 
symptoms 

A  once  daily  5ml 
spoonful  should  be 
given  to  children  from 
two  to  seven  years  of 
age.  For  children  over 
seven  and  adults,  the 
daily  dose  is  two  5ml 
spoonfuls. 

A  50m!  pack  retails 
at  £6.99 

Scherinq-Plouqh  Ltd. 
Tel:  01707  363636. 
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Pollen 

Protection  Plan 

To  encourage  more 
hayfever  suffers  to 
seek  advice  from  their 
pharmacist  this  year, 
C  !iba  Vision  will  be 
supporting  a  consumer 
education  programme 
about  hayfever  and  its 
management  in  local 
papers,  women's 
magazines  and  radio. 

There  will  be 
Otrivine  Antistin  trade 
offers,  consumer  and 
pharmacy  assistant 
competitions  and 
sufferers  can  call  a 
hayfever  Help-Line 
(01489  775522)  for 
more  information. 
Ciba  Vision 
( )phthalmics. 
Tel:  01489  785399. 
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Subtle  changes 
for  Soft  &  Gentle 

Colgate-Palmolive  is 
keeping  the  focus  on 
its  Sott  &  Gentle  anti- 
perspirant  deodorants 
with  a  new  formulation 
lor  one  of  its  variants 
and  a  sticker  initiative 
to  highlight  how 
effective  the  range  is. 

Amber  Mist  is  being 
relaunched  with  a  new 
fragrance  to  appeal  to 
a  modern  consumer. 
The  result  is  a  perfume 
which  captures  fruity, 
floral,  woody  and 
warm  amber  notes. 

Three  'New  Invisible 
Dry'  stickers  on  the  lid 
of  each  aerosol  pack 
highlight  the  tact  that 
it  leaves  no  residue  on 
skin  or  clothes. 

The  non-sting 
message  has  been 
given  prominence  and 
a  full  ingredients  list 
appears  on  the  back  of 
the  packs  to  comply 
with  legislative 
changes  due  in  1997. 

A  £3  million  support 
package,  including  TV 
advertising,  will  keep 
the  brand  profile  high 
this  summer. 
Colgate-Palmolive  Ltd. 
Tel:  01483  302222. 

It  Sure  is  Cool! 

Elida  Faberge  has 
introduced  a  fresh  new 
variant  to  the  Sure 
range.  Aimed  at  young 
women  aged  16-25, 
Sure  Cool  White  has  a 


light  and  fruity 
fragrance. 

The  new  product 
comes  in  aerosol  and 
roll-on  formats, 
featuring  the  brand's 
'tick'  icon  and  a  '24 
hour  intensive' 
strapline. 

Target  retail  prices 
are  £1.79  and  £2.09  for 
the  150ml  and  200ml 
aerosols  and  £1.19  for 
the  50ml  roll-on. 

Cool  White  will 
feature  in  Sure's  £1 
million  'dune'  TV 
commercial  which  has 
been  re-edited  to 
support  the  launch. 

On  air  from  March  1 , 
the  advertising 
campaign  forms  part  of 
an  £8m  campaign  lor 
Sure  this  year. 
Elida  Faberge. 
Tel:  0181  481  6000. 


way  as  a  daily 
moisturiser. 

Wella  says  the  new 
technologically 
advanced  product  can 
detiver  'revitalised, 
radiant  colour  which 
stays  true'  due  to  the 
inclusion  of  a  unigue 
Colour  Vitaliser  that 
combines  conditioning 
ingredients  with 
keratin,  and  the  large 
number  of  dyes  which 
also  gives  a  more 
natural  colour. 

Keratin,  a  natural 
hair  protein,  is 
included  at  a  high 
concentration  to 
surround  and  stabilise 
the  colour  pigments, 
smoothing  the  hair 
surface  and  giving 
greater  shine. 

Viva  Colour  is  100 
per  cent  effective  in 
covering  grey  hair.  It 
comes  in  16  colours 
and  retails  at  £5.49. 

A  £2  million  TV 
advertising  campaign 
breaks  in  mid-April  for 
lour  weeks  followed 
by  a  second  burst  in 
September.  A  special 
promotion  for 
independents  offers  a 
free  blue  cosmetic  bag 
with  each  purchase. 

Nicole  Kremer, 
colourants  category 
manager,  says:  "Viva 
Colour  will  appeal  to 


Breathing  new 
life  in!  i 
colourants 

Wella  is  set  to 
revolutionise  the 
colourants  market  with 
the  launch  of  its  new 
permanent  hair 
colourant  range  -  Viva 
Colour. 

Wella  hopes  to 
'inspire'  the  consumer, 
increase  brand  loyalty 
and  grow  the  market 
by  positioning  colour 
as  'an  essential  part  of 
a  woman's  beauty 
routine'  in  the  same 


all  women  who  want 
to  regain  their 
youthfulness,  offering 
a  new  lease  of  life  and 
f  eeling  of  vitality. " 
•  The  colourants 
market  is  the  fastest 
growing  category  in 
haircare  and  is 
currently  worth  £110 
million  with  sales 
showing  a  9.4  per  cent 
increase,  year  on  year. 
Permanent  colours 
now  account  for  over 
51  per  cent  of  the  total 
market. 

Wella  Great  Britain. 
Tel:  01256  20202. 


A  higher  state  of 
protection 

Crookes  Healthcare 
has  introduced  a  new 
sun  block  lotion  to  the 
Sun  E45  range.  With 
an  SPF  of  50,  it  is 
suitable  for  babies, 
children  and  those 
with  sensitive  skin  or 
vitiligo. 

Like  all  Sun  E45 
products,  it  is 
waterproof,  allergy- 
screened  and 
dermatologically 
tested.  The  range  is 
formulated  with  inert 
natural  mineral 
sunscreens,  titanium 
dioxide  and  zinc  oxide, 
which  are  non-irritant 
and  reflect,  rather  than 
absorb,  the  sun's  rays. 
A  100ml  pack  retails  at 
£8.49. 

In  addition  to  the 
launch  of  SPF50,  the 
entire  Sun  E45  range 
has  been  reformulated 
and  the  on-pack 
labelling  revised  to 
highlight  the  medical 
efficacy  and 
dermatological 
credentials  ot  the  Sun 
E45  range. 

Due  to  increasing 
demand  for  lotions 
over  creams,  SPF25 
has  been  reformulated 
in  a  lotion  format 
(100ml,  £7.89). 
Crookes  Healthcare 
Ltd. 

Tel:  0115  968  8901. 

A  new  wave  of 
hair  care 

Algamine  Nutritive 
Haircare  is  a  range  of 
shampoos  and 
conditioners 
containing  algae 
proteins  and  marine 
minerals. 

Formulated  tor 
normal,  fine  or  delicate 
and  damaged  hair,  the 
products  feature  a 
blend  of  minerals  such 
as  zinc,  copper,  iron 
and  manganese,  said 
to  give  the  hair  body 
and  shine. 


The  launch  is  being 
supported  by  a 
programme  of 
intensive  sampling. 
Brand  Managers  Ltd. 
Tel:  0181  286  6688. 

A  Soft  option 
and  sunshine 
moves  at  Nivea 

Nivea  Soft,  the  latest 
sub-brand  from  Nivea, 
is  a  multi-purpose 
cream  offering 
intensive  moisturising 
from  a  light,  guickly 
absorbed,  oil  in  water 
formulation.  Jojoba  oil 
and  vitamin  E  are 
included  for  their 
moisturising  and  anti- 
oxidant actions, 
helping  to  protect  the 
skin  from  UV  damage. 

Nivea  Soft  will  be 
available  from  April  in 
a  75ml  tube  (£2.39)  or 
a  150ml  tub  (£3.75). 

Nivea  Sun  has 
reformulated  its 
children's  products  to 
help  prevent  the  loss  of 
urocanic  acid  (a 
natural  sunscreen)  in 
the  water  as  children 
bathe. 

Two  new  facial 
moisturisers  with  SPFs 
of  12  and  30  join  the 
range. 

The  Nivea  Body 
range  has  undergone 
name  changes  and 
reformulations,  and 
now  consists  of: 
Enriched  Body 
Moisturiser  (250ml, 
£3.35);  Revitalising 
Body  Moisturiser 
(250ml,  £3.35);  Body 
Moisturiser  (250ml, 
£3.35)  and  Skin 
Firming  Complex 
(200ml,  £3.99). 

Optimale  Eye  creme 
will  now  be  known  as 
Anti-Wrinkle  Eye  Zone 
Creme. 

Smith  &  Nephew 
Consumer  Products 
Ltd. 

Tel:  0121  327  4750. 
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Make  it  gel  with 
Lady  Protector 

Wilkinson  Sword  is 
extending  its  Lady 
Protector  toiletries 
range  with  new 
shaving  gel  variants 
for  dry  and  sensitive 
skins. 

The  Dry  Skin  line 
includes  moisturising 
aloe  vera,  while  the 
Sensitive  Skin 
formulation  includes 
camomile  lor  its 
soothing  properties. 
Both  products  retail  at 
£2.49  and  complement 
the  existing  Lady 
Protector  Dry  and 
Sensitive  Mousse 
products. 

The  brand  is  being 
supported  with 
television  advertising 
and  on-pack 
promotions,  featuring 
money-otf  coupons. 

Consumers  will  also 
be  educated  on  the 
benefits  of  using 
specific  female 
shaving  preparations 
via  an  on-pack  leaflet. 

A  free  trial-sized  can 
of  Lady  Protector 
Sensitive  Mousse  is 
currently  being  given 
away  with  Lady 
Protector  system 

I  d/I  us. 

Wilkinson  Sword  Ltd. 
Tel:  01670  713421. 

Immac  goes  for 
faster  results 
with  less  mess 

Reckitt  &  Colman  has 
introduced  a  number 
of  innovations  to  the 
Immac  range  to  make 
depilation  even  easier. 

Immac  Warm  Wax 
with  Applicator 
(125ml,  £7.99)  is 
supplied  in  a  bottle 
with  a  screw-on 
applicator,  which 
dispenses  the  wax 
evenly  for  faster 
results  with  less  mess. 

A  temperature 
indicator  in  the  cap 
shows  when  the  wax  is 
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at  the  optimum 
temperature  for 
application. 

A  temperature 
indicator  mechanism 
will  be  incorporated 
into  the  spatula  in  tubs 
ol  original  Warm  Wax 
later  in  the  season. 

The  company  has 
also  launched  Mini 
Wax  Strips  tor  Face 
and  Bikini  Line.  They 
are  made  ot  the  same 
soft,  fleecy-hacked 
paper  as  reusable 
Immac  Wax  Strips. 
Each  pack  ot  20  strips 
(£4.69)  includes  four 
soothing  azulene 
wipes  an  after  care 
aid  for  delicate  facial 
skin. 

To  further  improve 


the  effectiveness  of 
Immac  creams,  a  new 
modern  spatula  Duo 
Perfect  has  been 
introduced. 

The  packaging  has 
also  been  redesigned 
to  feature  the  Duo 
Perfect. 

Reckitt  &  Colman 
Products. 

Tel:  01482  326151. 

A  clean  sweep 
for  Philips 

Philishave  Action 
Clean  is  a  new  product 
tor  cleaning  the  rotary 
shaving  heads  of 
Philishave  shavers.  It 
will  be  available 
nationally  from  March. 


The  producl  can  ho 
used  for  Philishave 
triple  or  double  head 
models.  Shavers  can 
be  cleaned  in  undei  30 
seconds. 

Philishave  Action 
Clean  1  [Q  100  comes 
wilh  sufficient 
cleaning  fluid  for  six 
months  and  a  special 
filter  (£14.95). 

kelill  kits  I  K  )  101 
include  fluid  and  filter 
(£2.95). 
Philips  I  lome 
Appliances. 
Tel:  0181  689  2166. 

Forever  Nylon 
for  stocking 
preservation 

Bonito's  Forever 
Nylons  is  a  producl 
thai  claims  to  virtually 
eliminate  ladders  in 
stockings  and  tights 
and  helps  to  prevent 
holes  and  snags. 

II  reals  all  types  ot 
nylons  with  a  mixture 
of  acrylic  polymers 
which  provide  a 
protective  film  over  the 
individual  fibres, 
bonding  them 
together. 

it  contains  a  fabric 
softener  for  added 
comfort,  and  an 
elasticity  enhancer  to 
increase  flexibility. 

It  is  also  anti-static, 
biodegradable  and 
hypo-allergenic, 
claims  the  company. 

Stockings  and  tights 
can  be  wrinkle- 
proofed  by  soaking 
them  in  a  mixture 
containing  one-capful 
of  Forever  Nylons  for 
less  than  a  minute,  and 
then  leaving  them  to 
dry  naturally. 

One  150ml  bottle  is 
enough  to  treat  50 
pairs  of  tights  or  75 
pairs  of  stockings,  and 
costs  £12.95. 
Bonito  Care  Produc  ts 
Ltd. 

Tel:  0181  347  3000. 


New  lotions  and 
gels  for  Nature 
Pure  range 

International  ( 'lassie 
Brands  is  extending  ils 
Nature  Pure  range  ol 
skin  care  products 
with  the  addition  ol 
three  new  shower  gels 
and  three  body  lotions. 

There  are  three 
variants  -  oil  ol 
evening  primrose, 
vitamin  E,  and  apricol 
-  ot  the  400ml  shower 
gel  packs. 

There  are  also  three 
varieties  -  oil  of 
evening  primrose, 
vitamin  E,  and  cocoa 
butter -ot  the  250ml 
packs  of  body  lotion. 

The  Nature  Pure 
range  is  not  tested  on 
animals. 

International  Classic 
Brands  has  produced 
introductory  packs  ol 
the  shower  gel  and  the 
body  lotion  lor  £1.99. 
Shell  edgers  are 
available. 

International  Classic 
Brands. 

Tel:  0181  570  0000. 

Combination 
depilation 

Bio  Depiless  is  a  range 
of  products  formulated 
to  treat  the  skin  and 
reduce  hair  growth  at 
the  same  time. 

Bio  Depiless  anti- 
pei  spirant/deodorant 
and  Bio  Depiless  body 
lotion  each  contain  a 
biological  hair 
retardant  which  is  said 
to  partially  starve  the 
hair  of  nutrients  it 
needs  to  grow. 

Added  moisturisers 
help  to  condition  the 
skin.  The  active 
ingredient  in  Bio- 
Depiless  is  a  blend  of 
proteins,  amino  acids 
and  plant  extracts. 

The  anti-perspirant/ 
deodorant  is  available 
as  a  traditional  roll-on 
(75ml,  £4.99)  or  a 
cream  formulation 


I,  £4.49).  The 
body  lotion  comes  m 
two  sizes    1  OOml 
(£7.99)  ,ind  200m! 
(£11.99). 

A  compacl  countei 
display  unil  with  a 
header  card  is 
available  lo  Stockists. 
Inverness  UK. 
Tel:017523  775515 

A  soothing 
shave  is  Simple 

New  from  Smith  & 
Nephew  is  Simple 
Soothing  Shave  Col  lor 
men  with  sensitive 
skin. 

The  gel  provides  a 
rich  creamy  lather  tor  a 
comfortable  shave  and 
helps  protect  against 
razor  burn  and 
dryness. 

Added  moisturisers, 
like  aloe  vera,  leave 
the  skin  feeling 
smooth  and  supple.  As 
with  all  Simple 
products,  the  line  is 
both  perfume-  and 
colour-free. 

Suitable  tor  all  skin 
types  a  200ml  can 
retails  at  t!2.49 
Smith  &  Nephew 
Consumer  Products 
Ltd. 

Tel:  0121  327  4750. 

New  look  Nair 

Carter- Wallace  has 
relaunched  its  Nair 
depilatories.  The  new 
range  comprises  six 
products  formulated 
with  moisturising 
ingredients  such  as 
vitamin  E,  aloe  vera, 
camomile  and  tea  tree 

Mil 

Two  variants  of 
Moisturising  Hair 
Remover  (£3.99)  have 
been  introduced  to  suit 
fine/light  or 
coarse/dark  hair. 

Another  new  line  is 
Nair  Sport  (£3.99),  a 
gel  depilatory  which 
can  be  applied  before 
showering. 
Carter- Wallace  Ltd. 
Tel:  01303  850661. 
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Bath 


Wash 


New  look  for 
E45  emphasises 
medical  efficacy 

Medical  recognition  of 
the  role  of  emollients 
as  a  first-line  treatment 
for  eczema  and  other 
dry  skin  conditions  has 
prompted  Crookes 
Healthcare  to  relaunch 
the  E45  range. 

New  packaging  and 
revised  pack  copy 
have  been  adopted 
across  the  range  to 
highlight  the  medical 
efficacy  ol  the 
products. 

The  range  has  also 
been  extended  to 
include  a  500ml  pack 
of  E45  bath  (£7.15)  in 
addition  to  the  250ml 
pack  (£4.49)  and  E45 
Wash  (£4.49). 

E45  Lotion  has  also 
been  relaunched  with 
the  intention  of 
repositioning  it  as  a 
product  in  its  own 
right,  instead  of  as  the 
'sister'  of  E45  Cream. 

The  company  has 
also  produced  two  new 
skin  reports  entitled 
'Eczema'  and  'Dry 
Skin  Conditions  , 
Including  Psoriasis'. 

Both  are  available 
free  to  pharmacies 
from:  E45  Skin  reports, 
PO  Box  193, 
Nottingham  NG7  2HA 
(state  which  ot  the 
booklets  is  reguired). 
Crookes  Healthcare 
Ltd. 

Tel:  0115  953  9922. 


moods  with 

Nelson  &  Russell  has 
introduced  a  six  strong 
range  of  aromatherapy 
bath  and  massage  oils 
-  Refreshing,  Reviving, 
Relaxing,  Soothing 
and  Sensual. 

The  pure  essential 
oils  are  blended  in  a 
natural  vitamin  E-rich 
carrier  oil  and  are  free 
from  detergents  (25ml, 
£4.35). 

The  £80,000  launch 
concentrates  on  PR, 
including  sampling 
and  promotional  offers. 

Product  names  have 
deliberately  been  kept 
simple  to  prevent  any 
confusion,  and  there  is 
a  in-pack  leaflet. 
Nelson  &  Russell. 
Tel:  0181  780  4200. 


Uvistat  offers 
greater 
antioxidant 
protection 

Windsor  Healthcare  is 
expanding  the 
horizons  of  sun 
protection  by  adding  a 
'revolutionary  new 
ingredient'  to  Uvistat's 
Activ-A  Factor  15  daily 
moisturiser  and  its 
After  Sun. 

Glutathione  is  a 
naturally  occurring 
free  radical  scavenger 
and  anti-oxidant.  It 
can  help  counteract 
the  damaging  effects 
of  UV  light  on  the  skin. 

However,  UV  light 
also  depletes  the  skin's 
natural  supply  of 
glutathione,  reducing 
its  ability  to  protect  the 
skin.  Windsor  has  used 
liposome  technology  to 
encapsulate  the 
molecule  so  that  it  can 
easily  pass  through  the 
skin.  A  patent  is 
pending  for  this  new 
formulation,  with  trials 
planned  for  the  future. 

Another  new  arrival 
in  the  Uvistat  range  for 
f997  is  Sunspray 
Factor  12  Lotion 
(150ml,  £8.45),  a  non- 
greasy  formulation  in  a 
pump  spray  that  is 
easily  applied  to  areas 
like  the  face  and  scalp. 

A  new  lipscreen  with 
two  in  one  benefits  is 


la 


packaging  is  fresh 
pink  with  soft  peach 
undertones.  Retailing 
at  £2.09,  the  new  spray 
is  aimed  at  young 
women  aged  11-24. 

TV  and  press 
advertising  campaigns 
for  ID  use  bar  code 
imagery  to  reveal  the 
identity  of  three  girls 
from  different  walks  of 
life  -  a  surfer,  a  stylist 
and  a  DJ.  The  total 
support  package  for 
the  year  is  £4.2  million. 
Elida  Faberge. 
Tel:  0181  481  6000. 

Easter  eggs 
from  Bronnley 

With  Easter  in  mind 
Bronnley  has 
introduced  a  selection 
of  novelty  egg-shaped 
soaps  packed  in 
elegant  tins. 

Decorated  in  a  lavish 
Faberge-inspired  style, 


also  being  launched 
for  the  1997  season. 

Uvistat  Factor  25 
Medicated  Lipscreen 
(£3.59)  combines  four 
star  protection  against 
UVA  and  UVB  rays 
with  the  natural 
antiseptic  tea-tree  oil 
Windsor  Healthcare. 
Tel:  01344  484448. 

Impulse  adopts 
a  new  ID 

Elida  Faberge  has 
introduced  a  new 
variant  to  the  Impulse 
body  spray  range. 

ID  has  a  light 
oriental  fragrance  and 


the  tins  come  in  packs 
of  two  in  blue  poppy, 
pink  bouguet  or  iris 
fragrances  (£4.95  per 
set). 

H  Bronnley  &  Co  Ltd. 
Tel:  01280  702291. 

New  dimension 
to  Palmolive 
range 

Colgate-Palmolive 
says  it  is  adding  a  new 
dimension  to  its  body 
care  range  with  the 
launch  of  Palmolive 
Hydrating  Shower  Gel 
with  Moisture 
Reserves. 
The  cool  blue  gel  is 


enriched  with  marine 
extracts  and  sea 
minerals,  and  contains 
'visible  moisture 
reserves'  that  maintain 
the  balance  of  the  skin, 
leaving  it  feeling 
smooth  and  revitalised. 
The  product  comes  in 
a  250ml  bottle  (£1.99). 

Meanwhile,  the 
Palmolive  2  in  1  range 
of  shower  and  bath 
products  has  been 
repositioned  as  the 
Palmolive  Milks  range. 

Palm  milk  is 
emphasised  on  the 
packaging  for  the  dry 
skm  variant,  while 
aloe  milk  content  is 
prominent  on  the 
normal  variant  packs. 
Colgate-Palmolive  Ltd. 
Tel:  01483  302222 

2-in-l  dandruff 
control  from 
Wella 

Wella  has  added  a 
dandruff  control  2-m-l 
shampoo  and 
conditioner  to  its 
Experience  with 
Liquid  Hair  range. 

The  new  variant  is 
formulated  to  alleviate 
dandruff  and  dry  scalp 
conditions  and  prevent 
their  recurrence.  It 
contains  no  silicone 
which  can  cause 
product  build  up. 

Retail  prices  are 
£1.99  for  250ml  and 
£2.99  for  400ml. 
Wella  Great  Britain. 
Tel:  01256  20202. 

Waxing  lyrical 

Andrew  Collinge 
Styling  Wax  (40ml, 
£3.49)  is  a  soft,  easy- 
to-use  wax  which  can 
be  used  when  styling 
or  finishing  the  hair.  It 
is  designed  to  add 
texture,  body  and 
bounce  to  hair. 

The  dispenser 
delivers  exactly  the 
amount  reguired  by 
twisting  the  base. 
Alberto-Culver  Co  UK. 
Tel:  01256  57222 
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Sensational 
news  from 
Colgate 

Colgate-Palmolive 
believes  that  its  new 
Sensation  Deep  Clean 
toothpaste  and  the 

evolutionary 
Sensation  toothbrush 
will  be  the  biggest 
launch  into  the  oral 

are  market  this  year. 

Tlic  toothpaste 
combines  bicarbonate 

of  SOclcl  Willi  <l 

refreshing  gel,  leaving 
teeth  with  a  deep 
\:lean  sensation  while 
helping  to  keep  them 

while 

Colgate  Sensation 
Deep  Clean  is 
ivailable  in  50ml, 
100ml  and  tOOm] 
jump  packs,  retailing 
it  £1.09,  £1.89  and 
£2.25  respectively.  A 
19ml  tube  will  be 
ivailable  tor  £0.39  to 
stimulate  trial. 

The  Colgate 
Sensation  toothbrush 
£2.29) features  an 
nnovative  handle 
ivhich  is  rounded  and 
:urved  to  make  the 
brush  comfortable  to 
hold.  The  'tooth- 
haped'  brush  head 
has  'triple-scoop' 
bristles  for  effective 
but  gentle  cleaning 

The  company  is 
supporting  the  launch 
with  £3.6  million 
support  package. 

olgate-Palmohve  Ltd. 
Tel:  01483  302222. 

New  pregnancy 
test  Revealed 

Reveal  is  a  new  range 
of  OTC  pregnancy 
esting  kits  from  BR 
Pharmaceuticals. 

hemist  Brokers  has 
been  appointed  as  sole 
UK  agents  to  promote 
the  new  brand. 

Clinical  trials  have 
shown  that  Reveal,  a 
one-step  midstream 
oregnancy  test,  is  99 
per  cent  accurate.  Both 


the  packaging  and 
user  instructions  have 
been  specifically 
designed  to  ensure  the 
product  is  easy  to  use 
correctly. 

A  one-test  pack 
retails  at  £5.99  and  a 
double  pack  at  £7.99. 
Due  in  mainline  and 
shortline  wholesalers 
from  March,  each 
product  is  available  hi 
cases  of  six. 

To  mark  the  launch, 
Chemist  Brokers  is 
offering  a  free  one-test 
pack,  a  tree  two-test 
pack  and  a  free  price 
marked  point  of 
display  unit  when  a 
case  of  both  sizes  are 
purchased. 
Chemist  Brokers. 
Tel:  01705  21990(1. 

Reaching 
further  into  the 
market 

Reach  is  strengthening 
its  position  within  the 
oral  care  sector  by 
upgrading  its  entire 
range. 

Most  noticeable  at 
point  of  purchase  is  the 


f||| 
till 

IF 


introduction  of  eye- 
catching  black 
packaging  -  a  move 
away  from  the 
traditional  while  of 
other  oral  hygiene 
brands. 

On  the  ( !ontrol  and 
Interdental  bi  ushes, 
the  hi  istle  cul  and 
handle  grip  have  been 
improved  to  help  reach 
those  hard  to  reach 
parts  of  the  mouth, 
Johnson  &  Johnson. 
Tel:  01628  822222. 

Citrus  Smint 

Smml  breath 
fresheners  are  now 
available  in  a  sugar- 
free  vitamin  C  lemon 
variety. 

A  convenient,  bright 
yellow  pack  holding 
40  pastilles  retails  at 
£0.99.  A  £1  million 
campaign  will  include 
advertising  in 
magazines  and  on  TV, 
featuring  'Ten  ways  to 
improve  your  Sminting 
technique'. 
Chemist  Brokers. 
Tel:  01705  219900. 

New  look  Milk 
Teeth 

Macleans  Milk  Teeth 
toothpaste  is  now 
available  in  new  packs 
featuring  the  Training 
Toothpdste'  flag  and 
new  improved  3-D 
'milk  teeth'  letters. 

<  )lher  features  ol  the 
redesigned  packs 
include  the  new 
N  lacleans  elipse,  cind 
the  listing  of  all 
ingredients  and 
fluoride  content  to 
comply  with  EU 
regulations. 

Responding  to 
parents'  concerns,  the 
new  pack  emphasises 
the  brand's  no  sugar 
content. 

Smithkline  Beecham 
Consumer  Healthcare. 
Tel:  0181  560  5151. 

Setting  your 
sights  on 
Ocuvite 

Ocuvite  is  a  new 
vitamin  and  mineral 
supplement  dedicated 
to  vision  care. 

Each  Ocuvite  tablet 
contains  zinc  4t)mg, 
vitamin  A  2900mcg, 
vitamin  C  60mg, 
vitamin  E  30mg,  plus 
selenium  and  copper. 
(  >ne  tablet  should  be 
taken  daily. 

Ocuvite  (£8  for  60 
tablets)  is  being 


distributed  to 
phai  macies  only 
through  AAI I 
Pharmaceuticals. 

The  combination  ol 
nutrients  is  said  to  help 
maintain  oculai  health. 

Evidence  suggests 
that  zinc  and  the  anti- 
oxidants vitamins  A,  C ' 
■  Hid  [:  may  help 
prevenl  the  symptoms 
ol  aqe-relalod  niaenlai 
degeneration,  a 
disease  responsible  loi 
half  ol  all  registered 
blindness  in  England 
and  Wales 
Storz  Ophthalmic 
Products. 

Tel:  01329  224124. 

Fresh  and  Frisky 

Frisks  sugar-tree  mini 
mints  from  Trebor 
Bassett  are  micro- 
tablets,  intended  to 
appeal  to  adult  mint 
eaters  looking  tor 
instant  'extreme 
freshness'. 

In  peppermint  and 
eucalyptus  flavours, 
the  mints  come  in  an 
easy-to-use  oblong 
dispenser  (£0.90).  A 
tree  customer 
sampling  unit  is 
available. 

The  launch  is  being 
supported  by  a 
national  TV  campaign 
which  kicks  otf  in 
April. 

Trebor  Bassett. 
Tel:  0114  2855953. 

Meals  on  the 
move 

Cannon  Rubber  has 
introduced  the  Avent 
Disposable  Travel  Kit 
to  help  make  baby 
feeding  on  the  move 
easier. 

It  supplies  all  the 
accessories  needed  for 
making  up  to  80  fresh 
feeds  -  enough  for  a 
two-week  holiday.  The 
kit  (£19.99)  includes  a 
disposable  bottle 
holder,  80  pre- 
sterilised  disposable 
250ml  bottle  bags,  16 
sterilising  tablets,  a 
sterilising/travel  box, 


loin  leals  and  two 
sterile  leal  covers. 
( !annon  Rubbei  Ltd 
Tel:  01787  267000 

Weider  enters 
UK  slimming 
market 

W<  'Kiel  Nllt  I  lll(  ill,  I  lie 

US  sports  and  nutrition 
supplier,  has  entered 
the  UK  slimming 
market  with  two  new 
products:  Vitalislim 
and  Absoi  b-IT 

The  products  are 
recommended  for 
weight  loss  il  taken  as 
part  of  a  controlled 
sensible  diet  combined 

with  exerc  ise. 

Vitalislim  (60  tablets, 
£7.99)  is  said  to  contain 
a  mixture  ol  nutrients 
thai  help  reduce 
weight  by  speeding  up 
the  metabolism  ol  tat 
and  suppressing 
hunger.  The  nutrients 
include  citrimax  (a 
source  ol  hydroxy  citric 
acid),  the  amino  acid 
L-camitine,  chromium, 
vitamin  B6  and  natural 
herbs. 

Absorb-IT  (90 
tablets,  £5.99)  is  a  fibre 
and  fruit  pectin  blend 
which  reduces  the 
absorption  of  tat  from 
the  diet.  The  bulking 
effect  also  increases 
the  sensation  of  being 
full.  One  or  two  tablets 
should  be  taken  three 
times  a  day,  hall  an 
hour  before  meals. 
Weider  Nutrition  Ltd. 
Tel:  01908  611110. 
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Step  oui  with 
! !  orbothane 

Sorbothane  Medical 
Insoles  and  Heelpads 
are  designed  for 
sufferers  of  back  pain, 
arthritis,  rheumatism 
and  other  complaints 
which  cause  general 
aches  and  pains. 

Inserted  into 
everyday  shoes,  the 
products  provide 
underfoot  cushioning 
to  absorb  95  per  cent 
of  the  damaging 
'heel-strike'  impact 
each  time  a  step  is 
taken. 

Now  softer  than 
before,  Sorbothane  is 
a  visco-elastic 
material  which  closely 
resembles  human 
flesh. 

Medical  Insoles 
retail  at  £14.99, 
Heelpads  at  £7.49. 
Strategic  Partners. 
Tel:  01622  662596. 


Two  new  decongestant  products  from  Vantage  are 
Vantage  Galpseud  Nasal  Decongestant  tablets  (24, 
£2.99)  containing  60mg  pseudoephedrine  and 
Vantage  Galpseud  Lmctus  (140ml,  £2.99)  containing 
pseudoephedrine  30mg/5ml  in  a  mentholated  base. 
Both  are  available  in  outers  of  12  (trade  price,  £16.80) 
AAH  Pharmaceuticals.  Tel:  01928  717070. 


Juvela's  better  crunch  crispbread 


Scientific  Hospital 
Supplies  (SHS),  has 
re-launched  Juvela 
gluten-free  crispbread 
The  savoury 
crispbread  is  now  the 
same  shape  as  a 


typical  British 
crispbread.  It  comes  in 
210g  boxes,  retailing 
at  £2.01. 

Scientific  Hospital 
Supplies  (UK)  Ltd. 
Tel:  0151  228  1992. 


New  anti-viral 
surface  spray 

Reckitt  &  Coleman  is 
launching  Dettox 
Surface  Spray  (300ml, 
£1.59),  an  aerosol 
anti-viral  which  is 
designed  to  be 
sprayed  directly  onto 
contaminated 
surf  aces  such  as 
telephones,  taps  and 
toilets. 

It  is  formulated  to 
be  effective  against 
viruses  like  rhinovirus 
and  rotavirus. 

Regular  use  of  the 
product  will  help 
ensure  that  viruses  on 
surfaces  are 
eradicated,  thus 
breaking  the  cycle  of 
disease  transmission. 

Dettox  is  being 
supported  with  a  £1.5 
million  package 
Reckitt  &  Colman 
Products. 

Tel:  01482  326151. 


Heinz  updates 
wet  babyfoods 

Heinz  is  carrying  out 
a  major  updating  of  its 
wet  babyfoods  range 
with  new  varieties, 
name  changes  to 
some  varieties  and 
updated  pack 
graphics. 

To  meet  consumer 
demand  for  more 
interesting  varieties 
for  seven  month  plus 
babies,  an  entirely 
new  sub-range  of 
pasta  products  is 
being  introduced 
within  the  savoury 
portfolio.  In  addition, 
there  are  new  desserts 
for  babies  from  four 
months  of  age. 

New  packaging  will 
feature  larger  product 
shots,  and  some 
varieties  are  now  in 
cans  rather  than  jars. 
HJ  Heinz  Co  Ltd. 
Tel:  0181  848  2193. 


Reckitt  &  Colman  is 
creating  a  new  sector 
in  the  oral  hygiene 
market  with  the 
launch  of  Bracemate, 
a  tablet  cleaner  for  the 
UK's  removable  brace 
wearers. 

Failure  to  clean 
braces  thoroughly  can 
cause  bad  breath, 
inflammation  of  the 
palate  and,  in  some 
cases,  tooth  decay. 

The  Bracemate 
tablet  contains  a 
corrosion  inhibitor  plus 
an  anti-bacterial  agent. 
It  should  be  used  twice 
daily.  A  pack  of  32  foil- 
wrapped  tablets  retails 
at  £3.49. 


Novartis  Consumer 
Health  is  giving  away 
a  room  thermometer 
in  a  new  promotion  for 
its  Do-Do  Chest-Eze. 

Ideal  for  the  very 
young  or  elderly,  the 
thermometer  advises 
on  whether  a  room  is 


Throughout  this 
year,  a  media 
campaign  will  educate 
brace  wearers  about 
the  benef  its  of 
effective  cleaning.  A 
Bracemate  web  site 
(http://www. 
bracemate.co.uk.)  is 
on-line  while  a 
support  programme, 
targeting  dentists,  will 
build  professional 
endorsement. 

Reckitt  &  Colman 
estimate  that  there  are 
800,000  removable 
brace  wearers  in  the 
UK. 

Reckitt  &  Colman 
Products. 

Tel:  01482  326151. 


hot,  comfortable,  cool 
or  cold.  It  is  available 
free  to  readers  of  key 
women's  magazines 
and  major  regional 
newspapers. 
Novartis  Consumer 
Health.  Tel:  01306 
742800. 


New  from  Bayer  is 
Canesten  Hydro- 
cortisone cream  (15g, 
£4.49),  a  recent  POM 
to  P  switch,  containing 
clotrimazole  1  per  cent 
and  hydrocortisone  1 
per  cent. 

The  cream  is 
recommended  for  the 
treatment  of  candidal 
intertrigo  -  sweat  rash. 

Bayer  is  also  adding 


Milumii  back 
on-shelf 

Milumii  infant  milk 
powder  is  back  on- 
shelf.  Withdrawn  in 
January  following  a 
link  between  Milumii 
and  12  cases  of 
salmonella,  the 
product,  with  new 
packaging  and  a 
slight  formulation 
change  is  now  being 
produced  at  the 
company's  Irish 
factory.  Transfer  of 
production  had  been 
scheduled  for  May. 
Milupa  Ltd. 
Tel:  01225  768381. 


a  Solution  Spray 
(25ml,  £3.99)  to  its 
Canesten  AF  range  for 
athlete's  foot.  The  fast- 
drying  spray  comes  in 
a  handy  atomiser. 
•  Ceuta  Healthcare  is 
the  new  independent 
pharmacy  OTC 
division  for  Bayer 
Consumer. 

Ceuta  Healthcare  Ltd. 
Tel:  01202  780558. 


Blister 

protection  from 
Robinson 

Responding  to  the 
need  for  specific  blister 
protection,  Robinson 
Healthcare  has 
launched  Blister 
Plasters  (five,  £2.49) 
into  its  Fast  Aid  range. 

The  plasters  use  a 
hydrocolloid  pad  to 
draw  moisture  from 
the  blister,  thus 
assisting  healing. 

Made  from  soft 
polyurethane  material, 
the  plasters  are 
comfortable  and 
conformable,  and 
adhere  to  the  skin 
using  a  low  allergy 
acrylic  adhesive. 
Robinson  Healthcare. 
Tel:  01246  220022. 


3M  Health  Care  has  responded  to  increasing  demand 
tor  Breathe  Right  nasal  strips  with  the  introduction  of 
an  economy  pack  that  provides  one  month's  supply  of 
nasal  strips  for  the  regular  user.  The  strips  are 
available  in  two  sizes:  small  and  medium/large, 
retailing  at  £13.99  for  30. 

Scholl  Consumer  Products.  Tel:  01582  4829290. 


Coughs,  colds,  tlu  dnd  bad  weather 
have  kept  us  really  busy  so  lar  llus 
year,  and  our  proscription  dolivory 
service  hcis  increased  dramatically. 
In  fact  there  has  been  such  demand 
Midi  we  have  held  to  employ  d 
delivery  driver.  I'm  pleased  aboul 
this  because  although  my  work  in 
the  shop  I  enjoy,  van  driving  I  do 
not!  Don't  (jet  me  wrong,  I'm  always 
happy  to  help  customers  but  when 
you  apply  lor  a  job  as  a  pharmacy 
assistant,  you  don'1  expeel  to  spend 
most  ol  your  time  driving  a  van. 

In  my  pharmacy  a  large 
percentage  ol  the  customers  are 
elderly.  While  some1  are  lit  and 
active,  many  have  problems 
associated  with  advancing  years. 
Recently  I  noticed  that  we  had  been 
selling  a  lot  ot  sanitary  towels  to 
elderly  Ladies.  A  customer's 
daughter  then  told  me  that  although 
her  elderly  mother  was  incontinent 
ol  urine,  she  was  only  allowed  one 
packet  of  incontinence1  pads  per 
week  by  her  GP,  since  her  fundholding  practice  was  short  of  money. 
Therefore  she  needed  to  buy  further  supplies  from  us.  It  became  obvious 
to  us  that  many  people  were  unaware  of  the  wide  range  of  products 
available  to  help  manage  this  condition.  We  decided  to  display  a  range  of 
incontinence  products  which  has  been  very  successful.  However,  it  has 
also  made  us  realise  that  customers  rarely  approach  pharmacy  staff  for 
advice  or  information  about  this  problem.  While  people  are  quite  happy  to 
discuss  other  personal  matters  quite  openly,  incontinence  seems  to  be  the 
last  of  the  social  taboos.  Research  by  the  Continence  Foundation  has 
shown  that  while  in  the  older  age  group,  one  woman  in  eight  and  one 
man  in  15  now  suffer  from  this  problem,  fewer  than  one  in  six  seek 
professional  help.  Our  pharmacist  has  now  decided  to  increase  our  range 
of  incontinence  products  and  to  display  leaflets,  letting  customers  know 
what  is  available,  and  where  to  seek  help  if  they  have  not  done  so  already. 
I  hope  that  our  efforts  will  make  life  easier  for  sufferers  and  their  families. 
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"NOTHING  IS  PROVEN 
TO  SELL  BETTER  THAN  NUROFEN. 

NOTHING" 


Pharmacy  tills  have  rung  up  more  than  £200  million 
in  Nurofen  sales  since  the  brand  was  launched  in  the 
UK  just  1 3  years  ago. 

And  with  the  launch  of  innovative  new  products 
like  Nurofen  Plus,  Nurofen  Cold  &  Flu  and  Nurofen  Micro- 


Granules,  Nurofen  sales  continue  to  set  the  pace. 

What's  more,  this  year's  £10  million  promotional 
investment  will  help  sustain  that  growth  well  into  the 
next  decade.  No  wonder  more  customers  ask  for 
Nurofen  by  name  than  for  any  other  analgesic  brand.1 
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RECOMMEND  NOTHING  LESS 


I .  Benn  Pharmacy  Survey. 


